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—to some, just a ship. To others, 
a monument to our great heritage .. 
diligently, almost reverently con- 
structed. In the same way, it often 
takes those who fully appreciate 


QUALITY to recognize it in today’s 


TELEVISION 


better television stations. abc @® channel 8 & dallas 


A TELEVISION SERVICE OF THE DALLAS MORNING NEWS @ EDWARD PETRY & COMPANY, NATIONAL REPRESENTATIVES 
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PROGRAM PREVIEW 
ABC-TV emphasizes action-adventure, CBS-TV holds 
firm, and NBC-TV increases specials 





BUSINESS BACKDROP 


Sound financial structures make possible growth 





and expansion of the three networks 








QUINTET IN HARMONY 
Kastor, Hilton, Chesley, Clifford & Atherton sing 


tv’s praises for upping billings 


CE seni ¥ 





IN JUST FOUR WEEKS .... 
Peter Pan finds that a brief tv spot campaign is 
a great consumer-awareness builder 














SPOT FACTOR 
Cosmetics company is only one of many advertisers 
turning to the more flexible medium 





CHANGING TELEVISION MARKETS 
Latest in a continuing series of market surveys: 
Missouri, Kansas and Nebraska 


DEPARTMENTS 


2 ee 


6 Publisher’s Letter 
Report to the readers 


45 Spot Report 


Digest of national activity 









14 Letters to the Editor 54 Audience Charts 


The customers always write Who watches what 
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21 Tele-scope 93 Washington Memo 
What's ahead behind the scenes Tv and Capitol Hill 
23 Business Barometer 95 Wall Street Report 
Measuring the trends The financial picture 
25 Newsfront 107 In the Picture 
The way it happened Portraits of people in the news 
39 Film Report 108 In Camera 
Round-up of news The lighter side 
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Stories that 
UNMASK THE MEN 


who run 
ORGANIZED CRIME! 
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IN SIZE ONLY TO 
THE TWIN CITIES 
IN MINNESOTA AND 
MILWAUKEE IN WISC. 


Covered completely and 


NBC - ABC 


A 3 BILLION DOLLAR MARKET 


Duluth & 


Alfiiated with Duluth Herald and News-Tribune 
* Perens.GRIFFIN. WOODWARD. inc. 


Exchusive National Representatives 
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Letter from the Publisher 


Front Row, Center 


Behind the now historic tape of the exchange between Premier 
Khrushchev and Vice President Nixon lies a story of American 
ingenuity, cloak and dagger movements and a dramatic demonstra- 
tion of one of the miracles of our generation. 

It was Phil Gundy, Ampex vice president, who stood a few feet 
away during the electrifying exchange. His quick decision to rush 
back to the United States with the tape gave millions of Americans 
a front seat at a history-making event. Mr. Gundy’s mad dash to the 
airport with the assistance of a limousine and an interpreter bor- 
rowed from RCA President John Burns, the wrapping of the tape in a 
dirty shirt, the inspection of the Russian customs official who riffled 
through the bag but did not discover the tape, the holding of SAS 
planes at connection points—these were dramatic moments worthy 
of any thriller. 

But the more dramatic aspects on a broader basis involve the 
American viewing public. 


Factual Reporting 


When the press report of the exchange hit the U. S., the readers’ 
impression was one of acrimony and bitterness between the two men. 
The public was puzzled, official Washington was concerned. Even 
President Eisenhower withheld comment. It wasn’t until the tape was 
played that the atmosphere of the exchange could be assessed. The 
gestures, the smiles, the nods, the handshakes give a true on-the- 
scene report of what actually took place. No analysis, no commen- 
tary, no interpretation was needed. The viewer was there. He could 
see for himself exactly what happened. Nothing but television and 
the speed and efficiency of tape could have brought it to him in this 
form. It was electronic journalism at its very best. 

Khrushchev himself was intrigued with the mechanics of tape. 
(The Russians were also intrigued with the ease with which the 
tape could be spliced and edited. ) 


Russian Invented Tape 


During the exchange Vice President Nixon mentioned the achieve- 
ment of American engineering in perfecting video tape and Khrush- 
chev complimented American engineers on this accomplishment. © 
The ironic twist is that Ampex video tape was developed in America 
by Alexander M. Poniatoff who fled from the tyranny and oppression 
of the Communists. 

Mr. Poniatoff was a pilot for the Imperial Russian Navy in World 
War I, fought the Reds with the White Army until 1920, had a 
harrowing escape through China and lived in Shanghai until 1927. 
He came to America that year, worked as a development engineer 
for General Electric and later formed the Ampex Corp. in 1944, He 
was born in Kazan, Russia, was educated as a scientist at the Univer- 
sity of Kazan, the Imperial College of Moscow and the Karlsruhe 
Technical College in Germany. The Russians may brag of their scien- 
tific achievements, but Mr. Poniatoff’s career is indicative of Amer- 


ica’s greatest weapon, freedom. 
Cordially, 
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TOTAL 
KCMC-TV _.. 73.1% 
Station B .......... 15.0% 
Station C 12.1% 


SHARE OF AUDIENCE 


KCMC.-TYV, after scoring its all-time record 
ARB SHARE OF AUDIENCE (April, 1959 
Metro), enters the new season with a GREATER 
THAN EVER program schedule. As a result of 
this unprecedented ADVERTISER ACCEPTANCE, 
we look forward to another record-breaking 
year for AUDIENCE ACCEPTANCE in 1959-60. 


SPOT ADVERTISERS 


Choice adjacencies still available, day and night, 
within this terrific program schedule . . . also RE- 
WARDING participating minutes in top local shows 
and the popular MGM PLAYHOUSE, Call your 
Venard man now for complete information. 


CBS DAYTIME ADVERTISERS 


If Texarkana is not on your list, your commercials 
are being DELETED . . . and you're missing a tre- 
mendous cost-per-thousand bargain. Average daytime 
rating 16.3 (9:30 a.m. to 5 p.m.); share of audience 
72.4%! 


dominate the 4-state corner of the Southwest with 


KGMGC: 


TEXARKANA,  Texas-Arkansas 


Maximum Power Channel 6 WALTER M. WINDSOR, General Manager 


Represented Nationally By Venard, Rintoul & McConnell, Inc. 
Clyde Melville Co.—Southwest James S. Ayers Co.—Southeast 










NEWS 
SPORTS 
WEATHER 


NIGHT-TIME 


CBS—23 Hours per Week 
ordered on KCMC-TY 
90% OF THE CBS 
SCHEDULE 
ABC—9 Hours per 
Week of CHOICE, 
TOP-RATED SHOWS 


MGM 
MOVIES 
NIGHTLY 
DAILY 
FARM 
DIGEST és 
DAYTIME 


KCMC-TV Carries Virtually 
The Entire CBS 
Day Schedule 
PLUS 
American Bandstand 
and 5:30 Kidstrip 
from ABC 


“ROMPER 
ROOM" 
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29-County Nielsen Coverage 
County figures indicate percent 
of television homes which view 
KCMC-TV once or more WEEKLY. 
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*% Dan Dailey 
*% Jack Hawkins 
*% Vittorio de Sica 


% Richard Conte 
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NOW SOLD TO... 


F. & M. SCHAEFER BREWING CO. 
through Batten, Barton, Durstine & Osborn | 9 markets | Northeast. 


DREWRYS LIMITED 
through MacFarland, Aveyard & Company | 15 markets | Midwest. 


STANDARD OIL COMPANY OF TEXAS 
through White & Shuford | li markets | Texas and New Mexico. 


CROSLEY BROADCASTING CORP. 
WLW-T, Cincinnati; WLW-A, Atlanta; WLW-C, Columbus; WLW-D, Dayton; 
WLW-1/, Indianapolis. 


CANADIAN BROADCASTING CORPORATION 
entire network. 


INDEPENDENT 
TELEVISION 
CORPORATION 


ae 


<e> 


488 MADISON AVE.+ NEW YORK 22+ PLAZA 5-2100 











Advertisement 


Television 
A Thing called ‘“‘ know - how”... Age 





VOL. VII NO. 1 
| Publisher 
By itself, you can’t see it, touch it, or hear it—but its results are S. J. Paul 
surely apparent. Editor 
Art King 
“Know-how” implies being a leader; experimenting with new things Associate Editors 
and ideas, and beating the other guy to the punch. Daniel Richmar 


Dick Donnelly 


Don Dun 
Here’s how we're practicing know-howmanship right now at “ n 
WNDU.-TV: Assistant Editor 


Virginia Peters 
Washington Correspondent 


1) The first nationally televised complete schedule of college foot- sks Seeeei 


ball games will be on the air this fall when WNDU-TV will originate 


a videotape telecast of all the Notre Dame games in cooperation with sa 
UPI and Newspix. Channel 16 is the second station in Indiana to Advertising Representatives 
offer full videotape facilities. Ben Rachlis 


Robert J. Kinney 
Edwin P. Boggs II 


2) A heavy schedule of live programming every week. In addition James E. Heslin Jr. 
to the customary service shows, WNDU has the only live full hour 
daily variety show ever put on in the South Bend-Elkhart market. Fred Lounsbury 

Notre Dame football games (at home and away), local golf tourna- Advertising, Sales Service 
ments, high school and college basketball games and other special Lee Sheriden 

events are done live throughout the year. 


Production Director 


Circulation Director 


H. C. Gainer 

3) For the second year, 180 high school and college teachers from Reader’s Service Dept. 
all over the United States are taking the most special advanced Marcia Amsterdam 
mathematics course offered anywhere via WNDU-TV closed circuit Business Office 
facilities. Teacher-students view the studio proceedings on six spe- G. B. Dennis 
cially constructed monitors in classrooms on the Notre Dame campus, Chicago Office 

and are receiving full three hour course credits upon satisfactory 333 North Michigan 
course completion. Tel. FRanklin 2-7100 


West Coast Office 
R. J. Friedman 


If you want “know-how” for your client in Indiana’s second market 5880 Hollywood Blvd 


Venard, Rintoul & McConnell is the place to go. Los Angeles 


Hollywood 7-5625 





Member of Business Publications 
Audit of Circulations, Inc. 
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Aw“ TELEVISION AGE is published every other 


Monday by the Television Editorial i 

—s Publication office: 109 Market l’lace, Balti- 

: more 2, Md. Editorial, advertising and cir- 

GX culation offices: 444 Madison Ave., New 

York 22, N. Y. Phone: PLaza 1-1122. Single 

copy: 50 cents. Yearly subscription in the 

U.S. and possessions: $7; in Canada: $8; 

elsewhere: $12. Second class postage paid 

at Baltimore Md. Copyright 1959 by Tele- 

vision Editorial Corporation, 444 Madison 

Ave., New York 22, N. Y. The entire con- 

WN DU-TV tents of TELEVISION AGE are protected by 

copyright in the U.S. and in all countries 

signatory to the Bern Convention and to 
South Bend, Indiana | the Pan-American Convention. 
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‘ Clinton E. Frank Agency Radio TV Supervisor tells why she selects 
the WLW TV Stations and WLW RADIO for Wilson’s Evaporated Milk. 
“The Crosley Broadcasting 
Corporation with its WLW 
TV Stations and WLW 
Radio has been a leader 
in its field for 37 years." 
“This outstanding 
background and experience 
in technical skills, in 
showmanship, and in sales 
cannot be topped in the 
whole broadcasting 
industry.” 
COUPONS 
ns EVAPORATED 
“So the WLW call letters M . L 4 
speak for themselves to 
make any advertiser or 
agency sit up and listen." 
her 
rp. 
Iti- 
vir- 
lew 
gle Call your WLW stations representative... you'll be glad you did! The dynamic WLW stations... 
aid 
le- 
= WLW-A WLw-! WLW-D WLw-c WLW-T 
on- Television Television Television Television Television 
by Atlanta Indianapolis Dayton Columbus Cincinnati 
‘ies 
to 
Crosley Broadcasting Corporation a division of Aveo 
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MORE THAN MEETS THE EYE! Anew depth study of major proportions* 
has put New York viewing audiences under the microscope... to determine how they 
“feel’’ about the television stations they watch, and whether these feelings influence their 
attitude and response to advertisers’ commercials. 

You’ve always known channel 2 has New York’s biggest audiences. Now, the study 
reveals its audiences are also the most responsive. Six hundred New Yorkers were asked 
25 searching questions in a series of projective tests. In sum, the answers show that 








‘«*They have more worthwhile pro. 

grams which I really look forward 
to, and watch with interest.’’ 

Six hundred New Yorkers were 
asked, if they overheard the state - 
ment above, which channel ‘‘most 
likely’’ was being referred to. 

WCBS-TV received 38% more 
**most likely’’ votes than all six 
‘other channels combined! 


| WCBS-TV channel 2... . 58% 





Network channel B.... .30%e 
Network channel C.....-.47@e 
Non-network channel W. . 17e 
Non-network channel X.. . 1% 
Non-network channel Y. 192 


y Cfo 
Non-network channel Z 5 








This question is only one 
the 25 contained in the study- 














New Yorkers have far more trust and confidence in channel 2—and in the products ad- 
y vertised on channel 2! The study notes that viewers look to WCBS-TV in “expectation 
of more respected and more reliable brands and product information.” 

Obviously, there’s more to 2 than meets the eye. If you’re marketing a product or 
y service in the nation’s number one market, get yourself a copy of the findings of this 
: eye-opening new depth study, by writing or calling New York’s number one television 
station: CBS Owned channel 2, represented by CBS Television Spot Sales WC BS-TV 

















*Conducted by the Institute for Motivational Research, Inc., in association with Market Planning Corporation, an affiliate of McCann-Erickson, Ine. 
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Colgate-Palmolive Network Plans 


. . . This fall we will sponsor one- 
half of Ed Sullivan and Perry Mason 
and either one-half or all of The 


| Millionaire, plus probably as much as 


another alternate half-hour in one or 


| two programs as supplemental cover- 


KOCO-TV 


is stealing the audience 
in Oklahoma's Richest 
Market with 30 minutes 


of ENTERTAINMENT at... 
7.7 > 





a 


f 


Ta 7: 


ADVENTURE \ 


MONDAY-FRIDAY 


} 


—_ 


MINUTES NOW AVAILABLE 


KOCO-TV 


> 


OKLAHOMA CITY 





Charlie Keys, General Manager 


BLAIR TELEVISION ASSOCIATES 
f Natronal Representatives 
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age. 

In the fall of 1958 we had full spon- 
sorship of George Burns, The Thin 
Man and The Millionaire, plus an al- 
ternate one-third sponsorship of Perry 
Mason. 

As you see, we are moving into two 
major, top-rating, hour-long, week- 
end programs—the first time a single 
advertiser has had this kind of pres- 
sure on Saturday and Sunday ... 

Georce T. Lapopa 
Director Radio & Television 
Colgate-Palmolive Co. 


Spot Plans for Fall 


. . +. present plans for Interstate’s 


| use of spot television for this fall are 


about the same as last. There will 

be no change in our tv advertising 
format... . 

Janice E. GuTHRIE 

Director of Public Relations 

Interstate Bakeries Corp. 


Toy Makers and Co-op 
May [ compliment you on the ex- 


| cellent comprehensive reporting job 


| on the television toy market (“No 


Child’s Play,” Tv ace, June 15). I 
have been striving for years to try 
and keep the toy industry clean with 
relation to distributor co-op television 
deals, and truthfully, it is only in the 
past few weeks that I have witnessed 
any light being focused on some of 
the problems existing in this area. 

I am amazed at the “head in the 
sand” attitude agencies, station reps 
and manufacturers have concerning 
the entire area of co-op. 

It is my prediction that the reputa- 
ble toy manufacturers whose main 
interests lie in serving the consumer 


will move towards network program- 

ming, unless the local stations and 

their representatives exert more in- 
fluence and help. 

BERNARD J, SCHIFF 

President 

Webb Associates 


Co-operation a Necessity 

... 5. J. Paul’s “Letter from the 
Publisher” . . . in the issue for May 
19, 1958, described as a ‘bizarre sit- 
uation’ the often regrettable relation- 
ship between telecasters, broadcasters 
and their associations on the one hand 
and program or entertainment pro- 
ducers and their distributive organi- 
zations on the other hand. 

His remarks pointed up the need for 
more mutual co-operation. . . . A look 
at most of our more “mature” indus- 
tries perhaps would reveal ‘better 
blood’ than exists in our own. In most 
of them, there surely is a high degree 
of competitive activity. Sellers and 
buyers continually strive for advan- 
tage, as we do. Some prices are high, 
others are lower, and yet one finds by 
and large that each product in every 





Network Changes 


Network increases in basic 
hourly rates and other changes 
announced recently include: 

ABC-TV announces the affili- 
of KoTI Klamath Falls, 
Ore.; a rate increase for WCYB- 
TV Bristol, Va., from $300 to 
$350; an increase in power for 
WLEX-TV Lexington to 300 kw; 
a rate increase for WMBV-TV 
Greenbay-Marinette from $450 
to $600; for wstx-Tv Nashville 
from $750 to $800, and for 
wToc-Tv Savannah from $275 
to $300. 

CBS-TV announces a rate in- 
crease for WJXT Jacksonville 
from $750 to $800; for WPRO- 
TV Providence from $1,200 to 
$1,350, and for WREC-TV Mem- 
phis from $1,100 to $1,200. 

NBC-TV announces the sus- 
pension of operations of the 
PEP station KULR-TV Kalispell, 
Mont. 


ation 








om om mh Ole 


= Hea da 


- ~*s; 












Peabody Award—Won by WGN-TV’s Blue Fairy 
as the best children’s program of the year. 


Alfred P. Sloan Award—Presented to WGN 
Radio “Signal 10” for public service in promoting 
traffic safety. ‘Signal 10” documents the work of 
the state police of Indiana with on-the-spot record- 
ings of actual traffic violations and instructive com- 
ments on their dangers. This popular, 25-minute 
feature has been made available to 17 other mid- 
western radio stations. 


Ohio State 1958 TV Award—Presented by Ohio 


State University to WGN-TV for its documentary 
program “The Cardinal’s Two Hats,” based on 


fe = =69Our 


awards 
are 
your 


rewards! 


Constant quality programming 


pays off in audience 


growth and loyalty! 


the life of the late Samuel Cardinal Stritch. 


3 Emmy Awards and 10 Plaques 

WGN-TV’s Fran Allison was awarded two Emmys. 
She was chosen best actress of the year and best 
saleswoman of the year. 

WGN-TV’s cameraman, Wilmer Butler was 
awarded the behind-the-camera Emmy for “best 
creator with material elements.” 


The ten plaques awarded to WGN-TV were 
shared by these seven WGN-TV staffers: Fran 
Allison, Frazier Thomas, Jack Brickhouse, Sheldon 
Cooper, Frances Horwich, Bob Trendler and Bob 
Stebbins. 


Quality programming, presented with integrity, produces award winners. It also produces rewards for advertisers 
who can depend on WGN and WGN-TV to deliver loyal audiences day after day, year-in, year-out. 


WGN and WGN-TV 


Serving all Chicagoland 
441 N. Michigan Avenue, Chicago 11, Til. 
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THE PGW COLONEL SAYS: 


“Tee L.A. 
is a V.I.P. 
at PGW’’ 


Every station represented by PGW has a 
C.I.C. ... a “Colonel-in-Charge” who is that 
station’s special on-the-spot spark plug. He 
is an extra special line of communication 
between the station and all other PGW 


salesmen. 


The C.I.C. adds a big plus to our service and 
a big plus to our selling, and we think that 
every plus in this business is very important. 


Don’t you? 


PETERS, 
f® 
GRIFFIN, LK NY 


W OODWARD, wc. 


Pioneer Station Representatives Since 1932 


NEW YORK CHICAGO DETROIT HOLLYWOOD 
ATLANTA DALLAS FT. WORTH SAN FRANCISCO 














BUY THE TOP 
STATION IN THE 


BOISE 
MARKET 


HUB OF 
EXPANDING 
BOISELAND . . . 


CENTER OF 
THE NATION'S 
LARGEST 
HYDRO-ELECTRIC 
POWER 
DEVELOPMENT 
AREA 











KBOI-TV 


CBS-CHANNEL 2 
BOISE, IDAHO 


National Representatives 
PETERS, GRIFFIN, WOODWARD, INC. 
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price range serves its purpose in some 
given situation or other and that buy- 
er and seller live in peace. . . . 
Whenever problems similar to ours 
may be found to exist, they usually 
stem, as in our own case, not from 
misunderstanding, but from unwill- 
ingness to be fair to the other fellow. 
. . » When Mr. Paul wrote that film 
companies, which have an important 
stake in the television business, have 
approached the entire industry with 
a remarkable degree of detachment, 
he really said a mouthful. The tele- 
caster often is justified when he com- 
plains that the film distributor only 
wants to hit and run. It shall always 
be axiomatic, in our business or per- 
sonal lives, that to live usefully and 
successfully we must express order. 
We must reduce or eliminate confu- 
sion. As Luke said: “As ye would 
that men should do to you, do ye also 
to them likewise.” . . . 
Pau BLair 
Chicago 20 
9100 South Hamilton Ave 


Abbott-Costello Sales 
I thought your Wall Street Report 
on Sterling’s securities (TV AGE, June 
29) a most thorough and complete 
article . . . referring to your mention 
of the Abbott and Costello show 
being shown in eight major cities, I 
would like to point out that this 
show is currently being shown in 
over 20 major cities and has been 
sold in well over 60 markets through- 
out the country. I might add that the 
show has done a truly outstanding 
job, and we have a long list of very 

happy customers. .. . 

ELLIOTT ABRAMS 
Sales Manager 
Sterling Television 
New York 


Programs for Women 
Would you have available a listing 
of live tv programs which are de- 
signed especially for women and cover 
tips for homemakers . . . what’s new 

on the market, etc.? 

Nancy BREEN 
Ray Barron Adv. 
Boston 


Note: “Distaff Side” in the May 18th Tv ace 
went into women’s programs thoroughly. 








FAIRMONT FOODS 


(ALLEN & REYNOLDS ADVERTISING AGENCY! 


In Omaha Now Features 


CeVUNIOR 
AvcTION 


TRADEMARK COPYRIGHTED 1954 BY MICHAEL J. FADELL 
REGISTERED 


on TEN STATIONS 
in EIGHT STATES 


a 


Junior Auction makes sales soar 
for FAIRMONT FOODS in Buf- 
falo, New York, to Denver, Col- 
orado—from Sioux City, Iowa, to 
Wichita Falls, Texas—also for 
potato chips, bottlers, packaged 
meats, bread, cookies—other food 
classifications. 


Junior Auction—a live half-hour, 
weekly, television show—in its 
SIXTH year—copyrighted, regis- 
tered—telecast in 21 states and 
Canada. Complete package fran- 
chised exclusively for your spon- 
sor. 


Junior Auction takes the guess 
out of advertising ... by packing 
a tremendous merchandising wal- 
lop that GUARANTEES YOU 
INCREASED SALES, and a 
WEEKLY SALES REPORT TO 
PROVE IT. 


Junior Auction mobilizes an army 
of YOUNGSTER SALESMEN 
who persuade parents, relatives, 
friends, neighbors and others to 
BUY YOUR PRODUCTS ... so 
they can save YOUR CAPS, 
TABS and LABELS... and use 
them like money to come to the 
Junior Auction show on TV each 
week to win valuable prizes. 





WARNING: Junior Auction, property 
of Mike Fadell Television Productions. 
Junior Auction is copyrighted and its 
property rights clearly established. Vio- 
lators or infringers held strictly account- 


able. 











Remember: Your competition 
won’t like Junior Auction. 


YOUR MARKET MAY BE OPEN! 
Get the facts today. Contact... 


MIKE FADELL TV 
PRODUCTIONS 


25 years of Advertising, Merchandising 
and Selling. 
Treasure Masters Building 
605—4th Avenue South, Minneapolis 15, Minn. 
FEderal 3-3416 
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“MAJOR LEAGUE BASEBALL PRESENTS” 


THE BEST 26 GAMES 


Available in your market 


Here are the thrills, the close plays, the dramatic games of the 1959 season. 


Edited and action packed 26 one-hour shows, complete games without missing a 
pitch or a play, eliminating only non-action delays. Available for October start. 


Produced for television in cooperation with Major League Baseball and the fol- 


lowing baseball clubs: 


National League 
Milwaukee Braves 
San Francisco Giants 
Los Angeles Dodgers 
Chicago Cubs 
Pittsburgh Pirates 
St. Louis Cardinals 
Cincinnati Reds 
Philadelphia Phillies 


Write, wire, or call collect 


American League 


New York Yankees 
Chicago White Sox 
Cleveland Indians 
Baltimore Orioles 
Kansas City Athletics 
Detroit Tigers 
Washington Senators 
Boston Red Sox 


WORLD-WIDE TELEVISION SALES CORP. 


41 East 42nd Street « New York 17, New York 
MUrray Hill 7-3180 « Mel Schlank, President 


“Major League Baseball Presents”, the best 26 games of the season, is produced by Peter DeMet Productions whose 
organization also produces “All Star Golf”, “Championship Bowling” and “Women’s Major League Bowling” shows. 
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WHAT’S AHEAD BEHIND THE SCENES 





More Tv Cash for Ball Clubs 


Baseball revenue from television will be further in- 
creased as World-Wide Television Sales Corp. (See story 
page 89) sells its Major League Baseball Presents series. 
While Mel Schlank, president, refuses to divulge figures. 
amount teams receive could be substantial. Remunera- 
tion is expected to be in direct proportion te the number 
of stations buying the program. 


American’s Brand-New Brand 


After weeks of speculation during which the name of 
American Tobacco’s new menthol-filter cigarette changed 
from Richmond to Breeze to other rumors, the company 
confirmed Riviera as the new brand. Initial distribution 
is currently under way in Cleveland, New Orleans, Kansas 
City and Detroit-Akron, with video spot a certainty to get 
heavy play in those and other markets. At the handling 
agency, Sullivan, Stauffer, Colwell and Bayles, Inc., 
(which also handles American’s Pall Mall brand), Ed 
Fonte and Fred Spruytenberg are the buying contacts. 


New Esquire Products 


Indianapolis is currently being used as a test market for 
two new products from the Esquire shoe polish division 
of Revlon Products. Minute taped spots featuring a local 
personality just concluded an eight-week run for the firm’s 
“Shoe Care Bar,” a shoe-shine kit. A similar campaign 
is now on for Esquire Spray-Shine, with WISH-TV carry- 
ing the commercials. The agency, Mogul, Lewin, Wil- 
liams & Saylor, Inc., reportedly has a third product to 
get the same treatment. Ed Tashjian is the timebuyer. 


Howard Stores Spot 


Howard Stores Corp., men’s clothing chain with 70 out- 
lets this side of Chicago, intends to make a major move 
into spot tv this fall. The campaign, according to Les 
Dunier, tv-radio vice president at Mogul, Lewin, Williams 
& Saylor, Inc., New York, is possible largely because of 
video tape commercials. “With perpetually changing 
fashions and a wide line to show,” he said, “film costs 
would have made tv prohibitively expensive. With tape, 
we can afford to make new commercials almost weekly.” 
The campaign will build from heavy schedules in New 
York into other major Howard markets where tape fa- 
cilities are available. 


New Agency Means New Tv Business 


A number of clients which have used video in varying 
degrees in the past have relocated at a new agency— 
Rothstein, Simmons, Pascoe & Davis, Inc., New York— 
which estimates that 65 per cent of its first year billings 


Tele-scope 


(expected to reach $6 million annually) will go into tv. 
Among the accounts are Robert Curley, Ltd., a good-sized 
spot-user for Nu-Curl 70 and other products; Ameril 
Drugs, which began running schedules last year for its 
Alkaids and Cloramint products, and Bryanston Corp.'s 
Process 1-2-3 spot remover which has tested lightly in tv. 


Quaker in New Markets 


Quaker Oats Co., which has several new cereals testing 
at present, is expanding the number of markets used for 
Muffets Shredded Wheat into the midwest. The heavy 
placements of minutes will run primarily in children’s 
programs starting in September. Harold Bennett is the 
media buyer at Baker, Tilden, Bolgard & Barger, Inc., 
Chicago. 


Two More Companies Buck “Trend’’ 


Just when the film production business shows signs of 
shaking down to a handful of large companies, some en- 
trepreneur will come along and upset the whole trend. 
Two firms have done just that in the past fortnight—one 
will engage in program production and the other has been 
set up for commercial production. On the west coast, 
Harry Maizlish and Sol Dolgin have established Video 
International Productions, Inc. and have started filming 
five-minute mystery shows at Republic Studios based on 
the Photo Crime series starring Hannibal Cobb. In New 
York, Ray Favata and Carlton Reiter have formed Ray 
Favata Productions, Inc., which has already completed 
animation work for several top regional advertisers. 


Is Spot Nice for Rice? 


Comet Rice, handled by Grant Adv., Inc., Dallas, re- 
portedly is testing a frozen, pre-cooked rice in Phoenix 
and Tucson with 13-week schedules of ID’s. It’s planned 
to add San Antonio, Corpus Christi and perhaps other 
Texas markets this fall. Media director Leonard Herbert 
is the*contact. 


Reeves to FPA: Yoo-Hoo! Here’s Your Center 


Members of the Film Producers Association of New 
York have the tape facilities center they've been talking 
about for the past year. It was handed to them by Reeves 
Sound Studios, Inc. (see Newsfront, p. 25). The facilities 
Reeves will offer undoubtedly will be utilized by ihe pro- 
ducers who initially envisaged a tape center financed by 
FPA members, and then of an independently owned 
center to which they would commit business. However. 
Reeves has gone ahead without any commitments from 
film producers, most of whom are convinced that they 
must still make their own investments in tape equipment. 
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News, sports 


Now NBC too! 


$710da1 12Y}DaM 7090] 





best cost per million 


Actually WFRV-TV Ch. 5, Green Bay,Wis. delivers six million eyes and ears 
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Business barometer 


National spot billings dropped again in June, following the usual pattern for the 
month. 








The TELEVISION AGE Business Barometer index showed that business in national spot 
was off 9.4 per cent in June under that reported in May. 





But June 1959 national spot totals, on the other hand, were up a whopping 27 per 
cent over the billings in June 1958. 





Looking back at the national spot record for June indicates that the 9.4 per cent 
drop for the month is 
only a little more 
than the average June SPOT BUSINESS 
decline for tke past June duly Aung. Sept. Ost. Bev. Bos. dan. Web. Mar. Age. May Jus 
five years. In June 
1958 the decline was 
8.9 per cent. 





140 

In June 1957 national spot 
was off 8.3 per cent; 
in 1956 it was the same 
as this year—9.4 per 
cent; in 1955 it was 
6.9 per cent, and in 
1954 5.2 per cent. 








120 


This the the second month that 
national spot billings 
have shown a drop, 
after three months 
of increases. 
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The average for the year, how- 
ever, is ahead of that 
of last year, account- 
ing for the 27-per- 
cent increase in total 
business this June 
over last. 
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Comparative figures for the 


past three years are 
indicated on the chart 
on this page. 
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The TELEVISION AGE Business A fn of 34 ow one unm May 





- B 1959 2 958 
Barometer is prepared June up 27 per cent over June 195 
exclusively for the 


magazine by Dun & Bradstreet from figures submitted by a nationwide panel 
of television stations. 





Reports on June network and local billings will appear in the August 24th issue 
of the magazine. 
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“Me an’ J.K. 


is just like this!” WJAR-TV not only has a corner on quality feature films in the Providence 
market, but also exposes them with rare showmanship. Morning and afternoon films, for example, 
are emceed daily by personable Jay Kroll who asks viewers to write and tell him what they would 
like to see, then waits for the mailman to clue him 


on local tastes. Between “acts”, Jay interviews 10th Anniversary of CHANNEL 10 


visiting celebrities, and leaders of local and national 
civic groups. “The Jay Kroll Show’ — another WJ AR-TV 
good reason why WJAR-T'V has won the TV heart 

of the PROVIDENCE MARKET. Cock-of-the-walk in the PROVIDENCE MARKET 


NBC - ABC - Represented by Edward Petry & Co., Inc. 
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THE WAY IT HAPPENED aed eC yws fr ont 


How much will tv help third league? ....... page 25 


Friends (page 25) and foes (page 57) speak of tape 


Brewers’ commercials high in popularity... . page 57 


Third League $3 Million 


The new Continental League stands 
a chance of getting a cool $3-million- 
a-year boost from television and radio, 
assuming full broadcast rights are 
given out by the eight teams in the 
recently announced third major base- 
ball circuit, according to a TELEVISION 
AGE analysis. 

The figure can be sliced in half 
if the teams choose to allow coverage 
of away games only, but there is no 
guarantee that this restriction would 
be imposed. Television, it appears, 
will play a major role in getting 
the league off to a good start in 1961. 

William Shea, mastermind of the 
new league and a partner in the law 
firm of Manning, Hollinger & Shea in 
New York, is almost lyrical about the 
potential of tv. 

“A very important feature of this 
new league is the television revenue, 
no matter how it is worked out. 
There’s no problem with television 
in any of the cities we have lined 
up, especially since they are virgin 
territories for local and national 
he told this magazine. 
However, Mr. Shea has not as yet 
contacted 
under 


sponsors,” 


the markets 
consideration for a_ third 
league. He feels this is a job for 
local authorities. 


stations in 


Tv and radio revenue accruing to 
the new league was estimated by 
analyzing money paid for broadcast 
rights in current major-league cities. 
The size of the cities involved was 
taken into consideration in making the 
estimates. At press time Mr. Shea and 
his group (Mayor’s Committee on 
Baseball) had already lined up five 
cities and were considering several 
others in this country and Canada. 
The following are the U. S. cities and 
approximate revenue from tv rights. 


They are ranked by population 


(Standard Rate and Data). 

New York, $900,000; Ft. Worth- 
Dallas, $460,000; Buffalo, $420,000; 
Houston, $420,000; Miami-Ft. Laud- 
erdale, $410,000; Seattle, $400,000; 
Atlanta, $330,000; San Diego, $330,- 
000; Denver, $320,000; New Orleans, 
$320,000; Minneapolis-St. Paul, 
$320.000; Portland, Ore., $320,000, 
and Indianapolis, $300,000. 

This totals $5,250,000 for the 13 
cities. Since the league is to have the 
usual complement of eight teams, 
revenue from five of the cities mus! 
be subtracted in order to come up 
with a reasonable figure. Since the 
average per city is about $400,000, 
a little under $2 million must be 
taken away from the total—leaving 
the third league with more than $3 
million for its first year of operation. 

These figures are based on. full tv 
Additional 


coverage, such as a three-team World 


coverage of each team. 


Series involving three major sections 
of the country, is a possibility that 
entrances Mr. Shea. “It would be a 
fine thing for tv and baseball that 
would affect the entire country rather 
than just one section of it.” 


Tape Advancement 

An announcement with far-reach- 
ing ramifications for the proponents 
of video-tape recording of programs 
and commercials was made by Reeves 
Sound Studios, New York, 
which has taken a major step toward 


tape 


Inc.. 


solving two much-discussed 


problems 





editing and copying. 

The Reeves company revealed that 
it has ordered eight video-tape re- 
RCA and will have 


electronic mixing-editing studios in 


corders from 
operation by early winter. With its 
new facilities, producers will be able 
to edit and intermix taped, filmed or 


live action scenes at the touch of a 
button. Such electronic mixing, taking 
place in one-millionth of a second, 
prevents picture roll-over or vertical 
shifting of the picture frame. 

In addition, 
effects such as “dissolves” or “wipes” 


special transition 
regularly used in tv and films can be 
easily achieved. The bank of eight 
recorders also indicates that an 
original tape can be played on one 
and copies made simultaneously on 
the seven other machines, a fact of 
particular importance to large spot 
advertisers or program syndicators. 

“Although we will have two mono- 
chrome and one color camera in the 
set-up,” said Hazard M. Reeves, the 
firm’s president, “we do not intend 
to go into production ourselves. 
Rather, our facilities will be at the 
disposal of agencies and producers 
who wish to use them. We will pro- 
vide whatever material they need if 
they want to work here, or we caw 
run lines to cameras in outside 
studios.” 

To make the new editing technique 
feasible, T. A. Smith, executive vice 
president of RCA industrial electronic 
products, noted that a recent de- 
velopment of the David Sarnoff Re- 
search Center makes it possible to 
achieve synchronization of tape ma- 
chines. In addition, he said, the new 
RCA recorders permit second and 
third generation recordings of high 
quality, meaning that picture quality 
remains good through numerous 
copies. 

Two of the eight recorders, it was 
pointed out, will be equipped for 
color. “We believe the widespread 
use of color is imminent,” said Mr. 
Reeves, “and are making an invest- 
ment in it from the beginning. The 
other recorders can be color-equipped 
easily in the future.” 

In operation, the producer and di- 
rector of the commercial or film be- 
ing taped will sit in a control room 
and watch various monitors, much as 
a director of a live program does. 


(Continued on page 57) 
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‘(OMPARE THESE SOUTHEAST MARKETS! 


WBTV-Chariotte 
Atlanta 
Louisville 
Birmingham 
Memphis 

- Charlotte Station “B” 
Miami : 
New Orleans ~ 
Nashville 
Norfolk-Portsmouth 


632,070 
579,090 
509,480 
587,800 


-° 453,240 


442,690 
434,800 
380,020 
366,560 
337,580 








CHARLOTTE-WBTV RULES ABSOLUTE 


AS FIRST TELEVISION MARKET 
IN ENTIRE SOUTHEAST 
AS MEASURED BY N.C.S. *3 


The Charlotte-WBTV television market totals 632,070 homes. 
Its nearest competitor in the Southeast, Atlanta, has 579,090. 


WBTV’s set count exceeds that of the second Charlotte station by 
43% —delivering 189,380 more television homes! 


Buy WBTYV as your first, biggest step to television coverage 
of the Southeast. Contact CBS Television Spot Sales or WBTV 
fcr the full fabulous coverage and dominance story. 


DY CHANNEL 
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Seat 


FIRST, BIGGEST STEP * 3 


TO TV COVERAGE 


SOUTHEAST 


JEFFERSON STAND 
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Program preview 
ABC-TV emphasizes action-adventure, 


NBC-TV increases specials 


[' is the season of discontent at the television 

networks. They’ve got problems reminiscent 
of the old days: how to squeeze in one more ad- 
vertiser, how to turn down another. The picture 
is in part a reflection of a booming economy and 
in part a reflection of the innate efficiency of the 
medium, which has exhibited a resiliency and 
bounce not normally associated with mass enter- 
tainment. 

At this time last year, for instance, the situa- 
tion was described as a “buyer’s market” where 
the sponsor was in a position to call the shots. At 
the same time, criticism of run-of-the-mill pro- 
gramming reached a new high or new low, de- 






Television Age 
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CBS-TV holds firm, 


pending on one’s appreciation of television fare. 
It looked, even to the most partisan of television 
observers, as though some drastic, and perhaps 
crippling, changes were inevitable. 

But the programming launched last season had 
a mortality rate no higher than usual, and the 
advertisers who had shied away on grounds of 
budget or just plain caution found, apparently, 
that network television was essential to their mar- 
keting plans, for they made their investments, 
although they were late ones. 

This year, in the dead of summer, sales are 
pretty well wrapped up and schedules just about 
set. Additional last-minute changes can be ex- 
































































































































































































pected (in keeping with network tv's 
helter-skelter pace), but these will be 
minor revisions. What is on the draw- 
ing boards now will be in the living 
rooms this fall. 

What kind of programming will be 
offered to viewers this fall? Perhaps 
more pertinent, what kind of program- 
ming was it that attracted such early 
advertiser interest? Curiously, the 
same formats, here and there in differ- 
ent dress or with new faces, will be 
back again. The proven vehicles—ac- 
tion-adventure, westerns—will pre- 
dominate, are being asked to prove 
themselves all over again. It would 
seem, as it has in the past, that the 
advertiser is not so much buying a 
program format as he is buying an 
efficient advertising vehicle. 

Viewers this year will see fewer new 
programs in prime time than they did 
at the start of last season, when 48 
shows all told were introduced by the 
three networks. A total of 44 new pro- 
grams will premiere in the coming 
season, but because of the much- 
heralded 


shows more hours have been re-pro- 


trend toward hour-long 
grammed this season. A comparison 
of new programs in terms of hours 
on the air per week: in 1958-59, 28 
and one-half; in 1959-60, 29 and one- 
quarter. 

A breakdown by network reveals 
that NBC-TV is introducing the great- 
est number of new shows for the great- 
est amount of time on the air (19 pro- 
grams occupying 13 hours of air time 
per week). ABC-TV will offer 13 new 
programs, representing 9 hours per 
week, and CBS-TV has scheduled 14 
new shows which will fill seven hours 
and 45 minutes a week. 

At the start of last season a network 
breakdown showed the following: 
ABC-TV had scheduled 18 new pro- 
grams, or 11 and one-half hours per 
week; CBS-TV was ready with 13 new 
shows (as it is this year) for eight 
hours per week, and NBC-TV had 
scheduled 17 new programs for nine 
hours per week. 

The increase in shows of an hour's 
length or more can be attributed at 
least in part to the success of such 
programs as ABC-TV’s Maverick, 
CBS-TV’s Perry Mason and NBC-TV’s 
Wagon Train, It should be pointed out, 





Screen Gems’ production Tightrope on CBS-TV 



























however, that, as a group, programs 
of longer length do not perform ap- 
preciably better than half-hour pro- 
grams in terms of average audience. 

According to an A. C. Nielsen Co. 
analysis of half-hours versus hours-or- 
more, the difference in the past has 
been negligible. Nielsen looked at the 
performance of shows of varying 
length in the January-February period 
in 1958 and the same period this year. 
Ratings over that period in 1958 
showed average audience for 30- 
minute shows amounted to 22.4, while 
the 60-minute programs drew a 24.3. 
(Total audience, of course, is always 
higher with a 60-minute show.) In 
the past year, according to Nielsen, 
30-minute shows got an average audi- 
ence of 22.3, while the score for 60- 
minute programs was 23.2. 

A glance at Nielsen’s program-type 
comparisons in the second report for 
February 1959 supports this. Some 
comparisons of average audience: 
general drama, 30 minutes, 20.9, 60 
minutes, 19.2; western drama, 30 
minutes, 26.2, 60 
variety, 30 minutes, 18.9, 60 minutes, 
20.0. 


Despite the seeming inconclusive- 


minutes, 28. 


ness of these figures, there will be a 
considerable increase in programs of 
an hour’s length or more this season. 
At the start of last season 2] programs 
fell into this category. Scheduled to 
go on this fall are 33 programs weekly 
which are 60 minutes or longer in 
length. ABC-TV and NBC-TV com- 
pletely dominate this trend, since be- 
tween them they account for 25 of 
those programs (ABC-TV, 13; NBC- 
TV, 12). CBS-TV will hold to seven 
programs of 60 minutes or better. Last 
year ABC-TV programmed eight 
hour-long shows, and NBC-TV sched- 
uled six 60-minute programs on a 
regular basis. 

It should be emphasized that these 
are regularly scheduled programs in 
the main. In addition, specials will get 
still a greater emphasis this year, es- 
pecially from NBC-TV. But specials 
are a special story, so to speak, and 
will be treated later. 

(Parenthetically, it’s worth noting 
that they've become so numerous on 
NBC-TV that three of them are regu- 
larly scheduled shows.) 
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ABC-TV has series based on Michener tales 


Shakespeare’s Tempest, already on tape for May Hallmark Hall of Fame 
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The increase in hour-long shows can 
be attributed to several reasons, not 
all of them as tangible as Nielsen 
figures. For one thing, if a network 
gets an audience for the first half-hour 
it is not going to lose it in the second 
half-hour, which might be the case 
with two different programs. In this 
sense, it can be said that a 60-minute 
show has twice the chance for success 
as any competing two half-hour pro- 
grams. 

Again, although advertisers have 
shown some caution about full spon- 
sorship of these longer stanzas, they 
actually offer more advertisers a 
chance to invest in a prestige vehicle 
through several elaborate sales plans 
that have been worked out. Neces- 
sarily, these plans do not allow com- 
plete identification with the show. In 
a sense, they help broaden television’s 
base, since they allow for multiple- 
sponsorshop arrangements. Another 
reason for the increase is the number 


of half-hour shows which went down 
the drain last season, as contrasted to 
the successful hour-long programs. 

There seems to be a distinct trend 
in the coming season toward action- 
adventure programming. A total of 
24 programs, or 18 and one-half hours 
a week, fall into this class, a distinct 
rise over the 14 programs, or seven 
and one-half hours a week, offered last 
season. ABC-TV continues as the lead- 
er in this category, since it has sched- 
uled nine programs which will occupy 
eight hours a week. CBS-TV will offer 
seven action-adventure shows for four 
hours and one-half a week, and NBC- 
TV has scheduled eight of these pro- 
grams for six hours a week. 

Westerns as a group will be present 
all over schedules again this season, 
but there has been a noticeable reluc- 
tance to program more of them. Pre- 
cisely 24 cowboy sagas will be telecast 
for 16 hours, approximately the total 
that was programmed at the start of 


last season. At that time ABC-TV was 
offering nine westerns totaling five 
and one-half hours of programming a 
week, and this year the network will 
present nine westerns over six hours a 
week of its schedule. CBS-TV last sea- 
son offered seven westerns for four 
hours a week of its schedule, and this 
year the network is offering eight west- 
erns over four and one-half hours a 
week. NBC-TV has cut back on its 
westerns: from eight programs, or six 
hours a week, to seven programs, or 
five and one-half hours a week. 

If several new situation comedies 
and the return of many network 
regulars were added to this list, it 
would seem as though the upcoming 
season is to be a drearily familiar one 
indeed—one aimed at the masses, in 
the old-fashioned, proletarian sense of 
the term. However, there are some dis- 
tinctly unusual shows in the offing. Ad- 
mittedly, CBS-TV’s Playhouse 90 
(Thursdays, 9:30-11 p.m.) has been 


Man’s future in Space will be predicted every Wednesday night on CBS-TV 





cut to 23 programs this year, but 
the time gap will be filled by a series 
of Revlon specials which are under- 
stood to be of unusual interest. Also, 
some departures from the routine 
ought to be mentioned. 

On Sunday evenings CBS-TV is of- 
fering (under Kellogg sponsorship, 
from 7:30-8 p.m.) a live-action ver- 
sion of Hank Ketchum’s infamous car- 
toon character, Dennis the Menace. 
The problems of translating the deli- 
cate humor of a still cartoon to the 
television screen are obvious, and so 
the program, produced by Screen 
Gems, will be worth watching. 

Also on Sunday NBC-TV is offering 
(from 8-9 p.m., Steve Allen’s old time 
slot) a regular series of specials titled 
Sunday Showcase. These will range 
from a drama about Thomas Jefferson 
to a variety show with Milton Berle. 

On Monday nights ABC-TV will in- 
troduce Adventures in Paradise, a 

(Continued on page 98) 


Robert Taylor debuts on the home screen 


Return to Wistful Vista on NBC-TV on Tuesday 




















Business backdrop Sound financial structures 


By T. A. WISE 


he networks are the pennants ol 

the tv industry from an invester 
standpoint. The Wall Street com- 
munity, for several reasons, watches 
closely the acceptance with which 
the programming of the three major 
networks is greeted. It’s a sign of 
the dynamism, talent and energy 
that’s loose in the industry. If the 
programming is good, it’s probable 
that other facets of the industry— 
set making, equipment divisions, etc. 






















LEONARD GOLDENSON 
President AB-PT 


OLIVER TREYZ 


. twee will also benefit. 
President ABC-T) 





Also important is the fact that 
successful network programming may 
have a big influence on the business 
of the sponsors of the programs. 
There’s no doubt in anyone’s mind in 
the Wall Street community that the 
rapid rise of Revlon was due pri- 
marily to the success of its erstwhile 
The $64,000 Question. Likewise, the 
rise and fall of Hazel Bishop reflect 
the initial success and later disap- 
pointments of that company’s tv pro- 
gramming. 

The ability to sustain public en- 


























FRANK STANTON LOUIS G. COWAN thusiasm for and excitement about 


President CBS President CBS-TV 





the medium—and to do it profitably 
—is the prime responsibility of net- 
work operation. If the networks sag, 
so do the spirits—and the profits— 
of the whole industry. In fact, in 
some circles, notably the Govern- 
mental ones, the importance of the 
networks has been overdeveloped, 
and the Federal Communications 
Commission is currently studying the 
results of a special study to determine 
whether network practices should be 
modified. 

At the same time, the industry 









itself is concerne 0 steps 
cheuee w. Glues sion %. sales itself is concerned about what steps 


Chmn. Bd. NBC President RCA are being taken by the network op- 





erators to insure that network pro- 
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gramming will be strengthened. 

In fact, one of the current concerns 
in Wall Street is a doubt in some quar- 
ters about its ability to generate 
profits. Five basic reasons were cited 
why network programming was 
weakening. They were: 

1. A cost-price squeeze in which 
the combined pre-tax profits of the 
three network operators declined in 
1957 from 1956, with but slight 
change in 1958, with the key net- 
work divisions contributing less than 
50 per cent of the total. 

2. A buyer’s market had developed 
in television because sponsors were 
becoming wary and more selective in 
their choice of programs. 

3. The tv audience was nearing the 
saturation point. 

4. The audience was also be- 
coming more selective. 

5. Finally, the indications that for 
certain products tv might not be the 
right medium. 

In American enterprise there are 
traditionally two reactions, usually 
in rapid-fire sequence, when a pet ox 
is gored: scream like mad that the 
charges are unfair, and then work 
like mad to make sure any faults 
which did exist are corrected. 

Consequently, the furor of activity 
at the network levels in the past few 
months should produce the answer 
of the networks to their critics. There 
are some mitigating circumstances, 
however, that may muffle the reply. 

The most obvious is that, in the 
general surge of business comeback 
which took place in the last six 
months, some of the weak spots may 
have been temporarily glossed over, 
though if the setbacks of the 1957-58 
period had been prolonged, they too 
would have been attacked. Also, con- 





make possible growth, expansion of three television networks 


cepts evolve gradually, and if the 
proper approach to and most intelli- 
gent use of network programming do 
not materialize this fall, it does not 
mean the issue is dead or that at- 
tempts to resolve the problem are 
abandoned or fruitless. 

The activity of the networks will 
be watched closely this fall by in- 
vestors seeking a clue to the indus- 
try’s outlook for 1960 and after. 
Naturally, this means that heavy at- 
tention will be concentrated on ABC, 
CBS and NBC. 

As a quick, thumbnail barometer 
of trends, it’s worth noting that for 
the first five months of the year gross 
time billings on networks were run- 
ning nine per cent ahead of the 
same period last year, with ABC 
showing the strongest gain—18.7 per 
cent. NBC showed the second 
largest gain via a 7.4-per-cent jump 
over 1958, while CBS scored a 6.2- 
per-cent jump. Of course, ABC, 





having the smallest base on which to 
build, finds it easier to score impres- 
sive percentage increases, in contrast 
with CBS, which must show an in- 
crease on a base twice that of ABC, 

Nevertheless, the ability of all three 
networks to show substantial gains 
is encouraging. Since as yet there 
has been no major change from the 
programming under attack a _ half- 
year or more back, it’s an improve- 
ment reflecting outside influences: 
the surge in business, the growth in 
the number of national advertisers 
using tv, and a stabilizing of rate 
structures. 

It’s worth noting the improvement 
in the status of ABC’s operations 
first because this is the best example 
of the potential of a network. Dubbed 
the third network from the start and 
given little hope of penetrating the 
markets of the other two, ABC has 
in the last two years made a very 


(Continued on page 102) 


Network Performance Record 
American Broadcasting-Paramount Theatres 


Sales Earnings Per Share Dividend 
1955 $191,620,018 $8,373,373 $1.91 $1.20 
1956 206,915,705 8,476,716 1.96 1.30 
1957 215,877,026 4,894,524 1.10 1.00 
1958 244,821,241 6,116,060 1.40 1.00 

Columbia Broadcasting System 

Sales Earnings Per Share Dividend 
1955 $316,573,000 $13,397,000 $1.71 $ .72 
1956 354,780,000 16,283,000 2.07 86 
1957 385,409,000 22,193,000 2.81 97 
1958 411,800,000 24,429,000 3.10 $1* 


* Including stock dividends declared in each year. 
Radio Corp. of America 


Sales Earnings Per Share Dividend 
1955 $1,055,266,000 $47,525,000 $3.16 $1.50 
1956 1,127,774,000 40,031,000 2.65 1.50 
1957 1,176,277,000 38,549,000 2.55 1.50 


1958 1,176,095,000 





30,942,000 2.01 1.50 
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H. Kastor Kahn 


Kastor, Hilton, Chesley, Clifford 


here are some who believe that 

with the trend toward mergers 
continuing at a rapid pace, there soon 
will exist just one gigantic agency 
whose corporate name will include all 
others from Ayer to Zlowe. Until this 
happens, however, credit for the long- 
est name of any New York agency 
goes to Kastor, Hilton, Chesley, Clif- 
ford & Atherton, Inc. 

And, of particular importance to 
the clients of KHCC&A—clients who 
put half of the agency’s total billings 
into television—is the fact that all five 
gentlemen whose names appear on the 





company letterhead are alive, well and 
Willoughby S. Chesley working on diverse accounts, not from 
the golf course but in their offices at 
575 Lexington Ave. 
While it’s obvious that the agency 
Quintet in Harmony nomenclature pays tribute to the ac- 
tive executives, a certain amount of 
sentimentality is also involved in the 
multi-syllabled name. “My middle 
name appears,” says chairman of the 
board Henry Kastor Kahn, “in recog- 
nition of my grandfather. He opened 
the H. W. Kastor & Sons agency in 
Chicago in 1893. When I left there as 
president in 1945 to help start this 
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company, the ‘Kastor’ was retained.” 

Joining Mr. Kahn in setting up a 
new post-war agency were Charles 
Clifford, formerly creative director at 
Benton & Bowles, Inc., where he 
worked on General Foods, among 
others, and wrote the “Food Fights 
for Freedom” campaign, who now 
serves as vice chairman and copy 
chief; W. S. Chesley, who had been 
an account supervisor at Young & 
Rubicam, Inc., and now is chairman 
of the executive committee and treas- 
urer, and William Farrell, previously 
research director at Benton & Bowles, 
Inc. 

Mr. Farrell's name was replaced by 
Peter Hilton’s in June 1958 when the 
agency merged with Hilton & Riggio, 
Inc., and Mr. Hilton became presi- 
dent. In a subsequent merger with 
Atherton & Currier, Inc., J. William 
Atherton joined the agency as chair- 
man of the plans board and vice presi- 
dent. 

“There’s often a question about who 


gains what from a merger,” says 
young-looking Peter Hilton. “In our 
cases, things couldn’t have worked out 
better. Hilton & Riggio was strong in 


Charles E. J. Clifford 


the grocery field with about $5.5 mil- 
lion billings. Kastor, Farrell, Chesley 
& Clifford was strong in drugs and 
proprietary lines. By joining our 
forces, we've been able to take on ac- 
counts I’m sure neither of us could 
have gotten alone. 

“Take Economics Laboratories, for 
instance. They make Soilax and Soil- 
off cleaners and have several new 
products that should result in a total 
billing of about $1.5 million. They 
need grocery-field experience, but 
might have been too big an account 
for a small agency to handle. Now we 
can offer both the background and the 
services required.” 

Another example of new busi- 
ness gained partly through merged 
strength, noted Mr. Hilton, was the 
recently acquired Smith Brothers ac- 
count. “They gave us a new product 
—Smokers Drops—which we intro- 
duced through a spot tv campaign. 
We next were awarded the entire 
cought-drop account. Here is a case of 
an item that’s both a drug and grocery 
product; we now have all fields cov- 
ered.” 

The agency's affinity with these 


J. William Atherton 






& Atherton sing video’s praises to tune of half agency’s billings 


types of product are well illustrated 
by the brand names of current ac- 
counts using tv advertising: Regimen, 
Smith Brothers, Carter Products, 
Snow Crop frozen concentrates, Jeris 
hair tonic, Triple S savings stamps, 
Spectran B cold tablets, ete. Of 1958 
billings of $10,950,000, almost 50 per 
cent went into tv—nearly all of it into 
spot. 

“For this year,” said Lloyd White- 
brook, executive vice president, “we're 
confident of surpassing the 35-per- 
cent billing increase we predicted 
earlier. We recently added the 
Herschel Deutsch & Co. agency, as 
well as several new accounts to be an- 
nounced soon.” (The newest KHCC&A 
acquisition is the George W. Helme 
Co., southern snuff producer previous- 
ly at Cunningham & Walsh, Inc. The 
Helme Co. is an important user of spot 
in about 16 cities in five southern 
states). Video billings should continue 
at the same percentage level, Mr. 
Whitebrook noted. 

By far the largest tv-minded ac- 
count at the agency is the Drug Re- 
search Corp., which is currently 

(Continued on page 96) 
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. . » Peter Pan finds 
brief spot campaign 
greatly builds consumer 


awareness 


or several years the name Peter 

Pan has been no stranger to tele- 
vision, but it’s usually been associ- 
ated with peanut butter, Mary 
Martin and the Walt Disney pro- 
grams. Last spring another com- 
pany using the fairy-tale name— 
Peter Pan Foundations, Inc.—found 
that the medium could popularize 
bras and girdles as easily as bread- 
spread, 

According to Tv AGE Spot Report 
records, the foundation-garment con- 
cern placed schedules of filmed min- 
utes in a dozen markets to run about 
10 weeks from an early March start. 
And, according to the Television 
Bureau of Advertising and a study 
conducted by The Pulse, Inc., in the 
New York metropolitan area, video 
heightened both viewer 
awareness and knowledge of the 
Peter Pan brand. 


In New York the company’s sched- 


greatly 


ule consisted of six nighttime and 
two daytime week-end minutes weekly 
in the Million Dollar Movie strip on 
wor-Tv. As each feature film is 
shown a total of 16 times a week, a 
Peter Pan commercial appeared in 
half of the telecasts. 

Since the Peter Pan name was al- 
ready well-known through previous 
advertising in print media, particu- 
larly in magazines, it was highly 
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In just four 
weeks 
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desirable to obtain an accurate ap- 
praisal of the effectiveness of the tv 
campaign. Therefore, Pulse surveyed 
a representative sample of 500 
women in the 17-county New York- 
northwestern New Jersey metropoli- 
tan area during the week before the 
tv campaign began. A second sample 
of 500 women was surveyed after the 
Peter Pan commercials had been on 
the air for four weeks. 

In each sample group, respondents 
were asked what brands of bras and 
foundation garments they could 
name; whether they were familiar 
with the Peter Pan name (in case 
the brand was not mentioned) ; what 
they knew about the brand; what 
they had seen or heard recently 
about the brand, and the source of 
the information. In addition, the 
second group of women was asked 
to identify the names of movies seen 
on television after being shown a 
list of film titles which had been 
telecast during the preceding eight 
weeks. 

By ascertaining the number of 
movies seen during the four-week 
period, it became possible to deter- 
mine the increasing levels of aware- 
ness among those who had seen one 
or two movies and those who had 
seen three or four. In each instance, 
the figures would be thought to be 


Ben Sackheim Co., Peter Pan executives hear tv report 





“conservative,” since the Peter Pan 
commercials appeared in only half 
the movies telecast each week. 

The “before” and “after” results 
(table 1) indicate a consistent in- 
crease in awareness of the brand as 
a result of tv exposure. The aware- 
ness builds with the number of 
movies seen by: the respondent. 

Before the campaign, 9.4 per cent 
of 500 women interviewed spon- 
taneously mentioned the Peter Pan 
brand name among those with which 
they were familiar. After four weeks 
of tv, the figure had increased to 11.8 
per cent. This figure was broken 
down to show that 15.5 per cent of 
those having seen three or four of the 
movies gave the Peter Pan name, and 
11.6 per cent who had seen one or 
two of the movies mentioned the name. 

If the Peter Pan brand was not 
mentioned voluntarily by respond- 
ents, they were asked if they were 
familiar with the name. Increases in 
“knowledge” of the brand were also 
noted among those who had seen a 
greater number of the televised 
movies. 

As awareness increased, so did the 
respondents’ general knowledge of 
product features. When asked “what 
can you tell me about Peter Pan?,” 
only 57.8 per cent of the 500 women 
interviewed answered before the air 





After four weeks, 72.3 
per cent of the viewers having seen 


campaign. 


three or four movies and 65.3 per 
cent of those having seen one or two 
movies knew the products (table 2). 

To determine how the respondents 
had come by their knowledge, each 
was asked, “What have you seen or 
heard recently about Peter Pan?” 
As shown in table 3, 49.2 per cent of 
those interviewed before the tv cam- 
paign either recalled what they had 
seen or remembered seeing “some- 
thing” about the product. Four 
weeks later 55.6 per cent of the re- 
spondents recalled either something 
Over 34 per 


cent of the women having seen three 


specific or general. 


or four movies recalled specific ad- 
vertising content, and 27 per cent of 
those fewer movies 
specified what they had seen. 
Finally, the respondents who re- 


having seen 


called seeing or hearing something 
about Peter Pan were questioned to 
determine the source of their infor- 
mation (table 4). 

Before the tv campaign, magazines 
were noted by the largest percentage 
(36.5) of respondents as the medium 
where they had learned about Peter 
Pan. The second source of informa- 
tion was stores, with television given 
next (possibly due to confusion with 


(Continued on page 94) 





- AWARENESS OF PETER PAN AS A BRAND 


After four weeks of tv 


Saw 1-2 Saw 3-4 
movies 


Before tv Saw no 


Total Total movies movies 
Undirected recall (name 
given by respondent) 


Directed recall (name 


9.4% 11.8% 8.2% 11.6% 15.5% 
recognized when given 
by interviewer) 

Total aware 


No. of respondents 





2. KNOWLEDGE OF PETER PAN: 
After four weeks of tv 


Saw 1-2 Saw 3-4 
Total Total movies movies movies 

Know something 57.8% 67.5% 65.8% 65.3% 72.3% 

No. respondents aware 301 317 79 144 94 


Before tv Saw no 





3. AWARENESS OF PETER PAN ADVERTISING: 


After four weeks of tv 


Saw 1-2 Saw 3-4 


movies 


Before tv Saw no 


Total Total movies movies 

Saw or heard something 
recently, specified 21.3% 

Didn’t recall content 27.9 


Total 49.2 


27.2% 19.0% 27.1% 34.1% 
28.4 24.1 29.9 29.8 
55.6 43.1 57.0 63.9 
Saw or heard nothing 50.8 44.4 56.9 43.0 36.1 
Total 100.0 100.0 100.0 100.0 100.0 
No. respondents aware 301 317 79 144 94 








|. SOURCE OF INFORMATION SEEN OR HEARD ABOUT PETER PAN: 


After four weeks of tv 


Saw 3-4 
movies movies movies 
22.3% 64.7% 265% 69.5% 80.0% 
36.5 18.2 41.2 13.4 11.7 
Stores 25.0 9.1 20.5 7.3 5.0 
Newsparers 16.2 6.8 14.7 4.9 5.0 
All others, including 


Before tv Sawno Saw 1-2 
Total Total 
Television 


Magazines 


“don’t recall” 19.5 11.8 11.7 17.1 3.0 
No. of respondents see- 


ing/hearing something 148 34 82 
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Spot Factor 


Cosmetic maker only one of many toturn to television as most flexible of media 


Oo ne of the contributing forces 


behind the 25-per-cent increase 
in total national and regional spot 
television billings during the first 
quarter of this year, as against the 
comparable period of 1958, is Max 
Factor & Co. 
And one of the contributing fac- 
tors (no pun intended, naturally) in 
the cosmetics company’s greatly ex- 


panded efforts in spot tv is Nelson 
L. Gross, director of U.S. advertising 
for the firm and one of the staunchest 
advocates of spot television extant. 

In the words of NBC Spot Sales’ 
Edwin T. Jameson and Mort Gaffn: 
“If we'd had a tape recorder along 
when we recently visited Nelson 
Gross in his Los Angeles _head- 


38 August 10, 1959, Television Age 


Gaffin, Jameson, Bealle, Gross 


quarters, we could throw away our 
formal presentation and just use his 
comments to sell other advertisers 
on the virtue of spot.” 

Mr. Gross quoted Alfred Firestein, 
director of U.S. marketing for Max 
Factor & Company, as having said 
recently: “At the present time, spot 
is far and away the most effective 
use of television for the Max Factor 





line of cosmetics. We feel it offers 
much better penetration for much 
less money than network television. 
It’s not that network isn’t effective, 
but based on cost-per-thousand we’ve 
learned that network has not been 
as effective for Factor.” 

Last June a reappraisal of the 
situation resulted in the decision to 


abandon network advertising and to 
concentrate heavily and exclusively 
on spot, a decision that was imple- 
mented with the start of the fall 
season last year. 

“In network the odds are longer 
and the cost is greater to get there,” 
asserts Mr. Gross. “You can measure 
the effectiveness of spot in a rela- 
tively short time. For example, we 
were able to see tangible results 
from the campaign for our new Pink 
Jade line within a single week’s time. 
The same end result would have been 
lengthier and more costly in net- 
work.” 

Max Factor, one of the three largest 
cosmetics companies in the world, 
with distribution in 106 foreign 
countries, spent, according to Tele- 
vision Bureau of Advertising figures, 
$1,309,360 in spot tv during 1958. 
According to TvB’s first quarterly re- 
port on spot expenditures for this 
year, Factor invested $573,200 in 
spot over the first three months of 
D9, placing it 53rd among the top 
advertisers in this category. 

Spending in only the first quarter 
of the current year almost half of 
its spot budget for the whole of the 
previous year is indicative of the 
highly stepped-up activity Factor is 
indulging in along these lines. Dur- 
ing the first three months of 1958 
the company, according to the Rora- 
baugh Report on Spot Television 
Advertising for that period, placed 
spots in 14 markets. This year the 
figure reportedly will be some 100 
markets. 


The flexibility of spot tv and 
its lower cost-per-thousand are, of 
(Continued on page 96) 
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Film Report 


TAPED COMMERCIALS 

NTA’s Telestudios, pioneer tape 
concern, has completed a series of 
on-location commercials for the Kel- 
logg Co. which easily sets some kind 
of record: eight one-minute spots 
were completed in two days. 

Completion of the tape series, com- 
ments George Gould, Telestudios 
president, “marks the first time the 
real promise of tape for location 
work has been fulfilled.” Costs of 
making the on-location commercials 
were little above the costs of studio 
work, Mr. Gould says, and this will 
always hold true when as many as 
eight are knocked off in two days. 
A comparison of on-location film 
production to on-location tape pro- 
duction of this kind would show a 


great savings with vtr, he says, “be- 
cause tape always comes in 10 to 50 
per cent less than film.” 

The commercials for Kellogg were 
made at the Englewood Golf Club 
and are currently running on CBS- 
TV’s What's My Line. Chuck 
Strother of Leo Burnett Co. is the 
agency producer. 

Other advertisers who have used 
Telestudios tape facilities for com- 
mercials in the past month include 
Maxwell House coffee, American Gas 
Co., S. C. Johnson and Hoover 
vacuum cleaners. According to Mr. 
Gould, this fall will see still another 
upsurge in the use of tape. “Clients 
themselves are pushing their agencies 
to get into video tape.” 

Mr. Gould estimates that Tele- 





TAPE SUCCESS 
peat. through its new elec- 


tronic recording process, -is at- 
tracting still newer customers. Sutro 
Bros. & Co., a stock-brokerage firm, 
is the latest of many advertisers who 
have discovered that investments in 
the medium can pay off. The company 
is currently sponsoring taped versions 
of Open End over wnta-tv New 
York and reports that business has 
stepped up considerably as a result 
of it. 

Sutro began bankrolling the pro- 
gram (telecast from 9-10 p.m.) on 
March 8 of this year, is continuing 
with the taped re-runs throughout 
the summer and with the new tape 
series this fall. Since investing in 
the program the firm has received an 
average of 150 inquiries a week to 
date and a noticeable upswing in 
business. 

According to Neal Mallin, account 
executive for Frank Kiernan & Co., 
agency for Sutro, the investment in 
the program accounts for about 40 
per cent of the advertising budget, 
and “it’s worth every cent.” Mr. 
Mallin feels that Open End reaches 
a class of people interested in se- 
curities, and offers a prestige value 
necessary to a firm like Sutro. 
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Scene from Open End 


Harold Friedman, managing part- 
ner of Sutro, sums up his company’s 
attitude in this statement “We feel 
that Open End has helped to de- 
velop our general expansion program 
pointing particularly towards the so- 
called ‘eggheads’—reaching an audi- 
ence the majority of which are in- 
vestors or potential investors.” 

The program is hosted by David 
Susskind of Talent Associates and 
features free-wheeling discussions on 
almost every imaginable subject. 
Guests have ranged from foreign 
journalists to top names in the enter- 
tainment world. Just placed into 
syndication by NTA Program Sales, 
the program may be picked up by 
Sutro in Miami this fall, since the 
firm has two offices there. 
studios will do a $2-million gross 











Shooting a Kellogg commercial 


within the next 12 months on tape 
commercials, This represents a 100- 
per-cent increase over the past year. 


SALES GAIN 


Sales of Economee properties in 
the first six months of 1959 ran 62 
per cent ahead of the same period 
last year. Specializing in re-run sales 
to stations of Ziv-produced series, the 
company credits the gain to a grow- 
ing trend toward programming of 
action-adventure shows across the 
board in daytime periods, as well 
as an increase in strip programming 
in nighttime slots. 

Pierre Weis, Economee general 
manager, stated that “many stations 
have discovered that one of the sure 
ways to bolster a slack time period 
is to schedule, on a five-or-six-times- 
per-week basis, a strong syndicated 
film series that will build up its own 
audience in a very short time.” 

Moving on to the Economee roster 
from the Ziv stable are such proper- 
ties as Harbor Command, Martin 
Kane, Man Called X, West Point and 
Men of Annapolis. As a result, Mr. 
Weis looks forward to “an even 
larger sales record in the next six 
months.” 


SALES ... 


Ziv reports an increase of 12 per 
cent in sales made directly to adver- 
tisers in the first half of 1959 over the 
same period in 1958. Recent sales 
point to an even greater increase in 
the present segment of the year. 
American Tobacco, which recently 
sealed an alternate-week sponsorship 


of Lock-Up in 60 markets, has pur- 
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Advertising Directory of chased This Man Dawson in 11 mid- 


western, southern and southwestern 





cities, also on an _ alternate-week 
SELLING COMMERCIALS arrangement. 

Other regional deals made for 
This Man Dawson include a firm 
52-week sale to H. P. Hood & Son, 
Inc., New England dairy-products 





Bama « Robert Luckie & Co. Flit « McCann-Erickson : i 
. producer (Hood plans a six-state 






. .: treeeed os ; saturation campaign covering Boston, 
x “4 Portland, Me., Providence, Hart- 
ford-New Haven, Springfield, Mass., 
Holyoke, Bangor and Presque Isle.), 
and sales to Weidemann Brewing in 
Cincinnati, Dayton, Columbus and 
Indianapolis and to Dow Brewing in 

." Buffalo and Watertown. Standard 
PELICAN FILMS, INC., New York Oil of Indiana and R. G. Dunn Cigar 


Co. have picked up co-sponsorship 








of the series in Detroit. 
Among station sales reported for 
Breakstone’s Cottage Cheese « M, L, W&S Ford « J. Walter Thompson This Man Dawson are: KSTP-TV Min- 
neapolis-St. Paul; Kos-tv Albuquer- 
que; wtvp Decatur; KGNC-TV Ama- 
rillo; KsyD-Tv Wichita Falls; wosv- 
TV New Orleans . . . Ziv’s Lock-Up, 
which has been on the market since 
June 1, has set a new record. by 
western markets and brings the total 
markets sold on Cannonball to 105. 





HFH PRODUCTIONS, INC., New York ELEKTRA FILM PRODUCTIONS, INC., New York Hard on the heels of Anheuser- 
Busch’s renewal of NTA’s U.S. 
Marshal in 93 markets comes an- 





nouncement of another major 
Cadence Records, Inc. Fort Worth National Bank » Glenn Adv. regional sale by NTA Program Sales. 






[ A new series, titled Grand Jury, has 
selling in 157 markets in the first six 
weeks. 

Four Just Men, new ITC entry 
shot in England, Paris and Rome, 
has been sold to four regional buyers 
in the U.S. and to the Canadian 
Broadcasting Co. within 10 days 








a ; 

JAMES LOVE PRODUCTIONS, INC... New York KEITZ & HERNDON, Dallas after going into sale. The show has 
been purchased by Schaefer beer for 
nine northeastern markets; by Drew- 
rys beer for 15 cities in the mid- 

The Carnation Co, « E, W, RER R. T. French « J. Walter Thompson west; by Standard Oil of Texas for 


11 markets in Texas and New Mex- 
ico, and by Crosley Broadcasting for 
its stations in Cincinnati, Dayton, 
Columbus, Indianapolis and Atlanta. 
The CBC has scheduled an October 
debut at 8:30 on Friday nights for 
its 40 stations . . . ITC also reports 





| a sale for its recent entry—Cannon- 


‘ 





ball. Purchased by a most appropri- 
ate sponsor, Garrett Freightlines of 
Salt Lake City, the deal is for nine 


HANKINSON STUDIO, INC., New York 
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How Condor Films 
gets ‘“‘studio quality” 


on tough location assignments 
























sé 


. We here at Condor use the Ansco 
family of films in all our color productions. 
Naturally the workhorse is the unmatched 
Ansco 242. For faithful color reproduction of 
delicate pastel colors in a film for a paint 
manufacturer, accurate flesh and blood tones 
for medical werk, the dramatic color for stu- 
dio sequences . . . all this we sort of take for 
granted with Ansco 242. When lighting con- 
ditions get rough and impossible, Type 232 
and Super Anscochrome colors blend with the 
rest of the footage. When time is short we 
appreciate the fast processing service we re- 
ceive even though we are 300 miles from the 
Lab.” (signed) Very truly yours, Dean 
Moore, Production Manager. 


Ansco, Binghamton, N. Y., A Division of 
General Aniline & Film Corporation. 
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been purchased by DX Sunray Oil 
Co. for showing beginning Jan. 1 
in 44 midwestern markets. Grand 
Jury, starring Lyle Bettger and 
Harold Stone, is being filmed by 
Desilu, with Mort Briskin as execu- 
tive producer. 


The Phil Silvers Show, which was 





put on the market by CBS Films 
some two months ago, has pulled in 
$1 million in addition to the price 
paid by Carling Brewing. Alternate- 
week sales made in some of the 
Carling markets include: WBAL-TV 
Baltimore; wBz-TvV Boston; KYW-TV 
Cleveland; wwJ-tv Detroit; wicu-TVv 
Erie; WEHT Evansville; woop-Tv 


| Grand Rapids; KPRc-TV Houston; 


| 
| 
| 
| 
| 
| 
| 


| 
| 


wsaz-TV Huntington; WTAP-Tv Park- 
ersburg; KDKA-TV Pittsburgh; wToL- 
TV Toledo; KTUL-TV Tulsa; WRC-TV 
Washington; KRGv-Tv Weslaco; 
KsyD-TV Wichita Falls, and WHIz-TV 
Zanesville. Sales in 20 non-Carling 
markets have also been concluded . . . 
Another CBS Films’ syndication 
entry, Trackdown, reports sales ap- 
proaching the $500,000 mark after 
slightly over the 
counter. 

Jax beer has purchased MCA-TV’s 
Shotgun Slade for a year beginning 


one month on 


| in November in 19 markets through- 


out Louisiana, Texas, Oklahoma and 


| Alabama. Other recent buys of the 


Scott Brady starrer include Camel 


| cigarettes for a large group of cities 








AND 
HARDY 
SHOW 


Gets Top Ratings on 
WBAL-TV, Baltimore 


Wire or phone 
Art Kerman 
today for Z 


availability 

in your market, \ 

GOVERNOR TELEVISION 

375 Park Avenue, N.Y.C. 
PLaza 3-6216 
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nationwide, Holsum Bakeries for the 


| state of Arizona, Schoenling Brew- 


ing for Dayton and the Donovan 
Coffee Co. for the state of Alabama. 


| Station purchases include 15 west- 
| coast outlets and 10 other stations 


tv Chicago 
| burgh . 


across the country, among them wen- 
and KDKA-TV Pitts- 
-. MCA-TY’s springtime 


| entry, SA 7, has reached the number- 


four spot among all syndicated 
shows, according to the April Pulse 
report. 

New buys of Manhunt, Screen 


Gems’ detective series starring Victor 


| Jory, bring the total number of mar- 


| made with Jax beer for 20 southern ‘ 


| Toledo. 


kets sold to 96. Regional deals were 


markets and with Drewry’s beer for 


Chicago, Detroit, Indianapolis and | 
Miles of California has ex- | 


| panded its original two-market buy 
| to 11, with more pending. 


| 


On the feature-film front, MCA-TV | 
announced the sale of its Paramount | 
features to KCMO-TV Kansas City and | 
to WTRF-Tv Wheeling-Steubenville. | 
. . . UAA had one of the busiest | 
two-week periods in its history, con- | 
| summating deals with 36 U.S. and | 


seven Canadian stations. 

ABC Films added 12 stations to 
the group showing The People’s 
Choice; 17 stations purchased The 
Adventures of Jim Bowie . . . ITC’s 
Brave Stallion, first 39 episodes of 
Fury, has been sold to Drake Bakeries 
and Chunkie Chocolate for co-sponsor- 
ship over wPrx New York, bringing 
the total number of markets to 106... 
California National reports the addi- 
tion of 12 stations to its Badge 714 
sales list, while the Victory Program 
Sales division of CNP has added 10 
stations for Frontier . . . Curtis- 
Stephens-Embry Co., makers of Pro- 
tek-tive children’s shoes, has signed 
to bankroll Ziv’s Cisco Kid on wrtx 
New York, beginning Sept. 15. 


ONE WORLD 
ABC Films, Inc., having signed 


agreements recently with four major 
foreign organizations, now has repre- 
sentation in every television market 
in the free world, it was announced 
by Henry G. Plitt, president. New 
companies with which ABC Films is 
associated are Merman Entertain- 
ments Proprietary, Ltd., in Australia 
and New Zealand; Leo Lax Films, 
with agents and offices in Paris, 
Rome, and Munich; TV 
Inter-Americana in Mexico City and 
throughout Latin America, and Kane 
Lynn and Edward Romero in Manila 
and the Far East. Mr. Plitt offered, 
as a reason for starting such a vast 
operation, the domestic 
market for residuals . . . To the 
north, Fremantle, Ltd., CNP sales 
reps in Canada, report a 65-per-cent 
increase in sales of CNP properties in 
the first half of 1959 over the same 
period in 1958. Sales are expected to 

(Continued on page 89) 
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Create the RIGHT mood every time 
with the 


MAJOR MOOD 
MUSIC LIBRARY 


MAJOR offers you a full twenty hours 
of mood music for titles, bridges, 
backgrounds. 

WRITE FOR FREE CATALOGUE 


THOMAS J. VALENTINO, INC. 


Established 1932 
150 WEST 46th STREET 
New York 36, New York—Ci-6-4675 











what a feather in your cap 
you strip-program Robin Hood} 


















Oritically acclaimed by 
educators and clergy- 
men everywhere... 
heartily approved by 
parents. This rs the 
powerful film library that has brought sponsors tremendous prvewnss » m 
sales and brand identification. 0 ROBIN HOOD PROMOTIONS ARE READY AND WAITING! Over 
33 approved and popular tie-in promotional items built around Robin Hood 
make this one of the most important promotable shows ever presented. 
C IMMEDIATE AUDIENCE RESPONSE—A Philadelphia station held a contest based on a 
sponsor’s product ... received over 28,000 replies in one month. 


| | . | | | | by Sapphire Films, Lit 


starring 
Richard Greene 
a proven success... 
for 4 years on 
network... now 
available in 


1 4 exciting 


episodes for 
Strip programming! 
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TELEVISION AGE 


tag beer, out of Carling Brewing 

Co., recently announced that its 
forthcoming year’s campaign would 
be built around its “Mr. Magoo” char- 
acter and that minute commercials 
will be dropped entirely in favor of 
animated 20's and ID’s. 

The reasoning behind the switch 
to the shorter films, according to 
Jerome Joss, vice president of the 
Stag agency, Edward H. Weiss, Inc.. 
is that the Magoo character is so 
closely identified with the beer that 
“introductory” time is no longer nec- 
essary in commercials. In addition, 
the money saved by purchasing short- 
er spots means that many more can 
be bought in prime, high-exposure 
periods. 

In recent months this kind of 
thinking has influenced the advertis- 
ing decisions of a number of video 
users. Coupled with the inescapable 
facts that good minute time slots are 
reportedly not to be had on some top 
stations in major markets, and minute 
rates have increased while 20's have 
not, an upsurge in buying of 20's can 
be expected soon. 

A new survey by Broadcast Adver- 
tisers Reports, Inc., illuminates the 
present situation. The report notes 
that the use of spot minutes increased 
55.7 per cent in the country’s top six 
markets between the first quarter of 


AUGUST 10, 1959 


a review of 
current activity 
in national 
spot tv 


1957 and the same period of this 
year. 

In contrast, advertisers are using 
10 per cent fewer 20-second spots in 
prime time than they did two years 
ago. And, as BAR poirts out, the 
scope of national-advertiser neglect of 
20's is somewhat greater than the fig- 
ures show, inasmuch as local advertis- 
ers are buying more 20’s than ever 
because of the lack of minutes. 

With nighttime 60's “virtually sold 
out” in July, when sets-in-use are 
much under normal fall figures, buy- 
ers who look for minutes in late 
August evidently will find few suit- 
able openings. Those who do will 
most likely be required to make long- 





Lennen & Newell's Chips Barrabee is 
timebuyer on McCormick's products, 
StokelyVan Camp and Paramount 
Pictures, among others. 





REPORT 


term commitments in order to hold 
the spots. 
Even the situation 


concerning the shorter spots varied 


first-quarter 


from market to market, with some 
areas showing a gain in use of 20's 
that foreshadows a future lack in their 
availability, too. 


In New York, the ’59 gain over °57 
in use of minutes was 36 per cent, 
while the use of 20’s held constant; 
in Philadelphia, minutes were up 56 
per cent and 20’s down eight per cent; 
in San Francisco, minutes were up 
33 per cent and 20’s down 18 per 
cent; in Los Angeles, minutes were 
up 64 per cent and 20’s up 28 per 
cent. 

In 69 other markets monitored by 
BAR, the average situation was the 
same, but there were important differ- 
ences market by market. What it adds 
up to—as has been generally noted 
heretofore—is that the fall spot pic- 
ture grows tighter with every passing 


day. 


AMERICAN CHICLE Co. 
(Ted Bates & Co., Inc., N. Y.) 


The fall schedules for CLORETS and 
ROLAIDS will begin Sept. 1 and run 
through the end of the year in a good 
many markets. Both top, secondary and 
tertiary markets will be used. Filmed 
minutes will run in night slots throughout 
the week. Jack Dougherty is the 
timebuyer. 
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ANAHIST CO., INC. 
(Ted Bates & Co., Inc., N. Y.) 


As noted here July 13, this drug-product 
firm is rolling on its fall schedules. 
Top markets are getting day and night 
filmed minutes to start late this 

month, with lesser markets being 
bought now to begin running late next 
month. Schedules range from 13 to 

26 weeks, depending on the market. 
Chet Slaybaugh is the timebuyer. 


AVON PRODUCTS, INC. 
(Monroe F. Dreher, Inc., N. Y.) 


After staying on through the summer 
in some 50 markets, this cosmetics firm 
is buying again for its fall drive in a 
total of nearly 160 markets. The place- 
ments of day minutes, with some evening 
20’s, start the end of this month for 

14 weeks. Lee Petry is the timebuyer. 


BRISTOL-MYERS CO. 

(DCS&S, N. Y.) 

A campaign on VITALIS got under way 
early last month in about 50 markets, 
with the schedules of night minutes to 
run in varying instances through this 
month, September or October. 

Bob Widholm is the timebuyer. 


BRISTOL-MYERS CO. 
(Young & Rubicam, Inc., N. Y.) 


Markets were still being added at press 
time to the list getting schedules for 
BUFFERIN. Night minutes are set for 


ROY ROGERS 


Starring in 67 HOUR FEATURES 





At Dancer - Fitzgerald - Sample, Bill 


Overmeyer works on the General 


Mills, Inc., account, primarily in net- 
work activity at present. 


as long as 52 weeks, depending on the area. 
Joe Ostrow is the timebuyer. 
BROWN & WILLIAMSON 
TOBACCO CORP. 

(Ted Bates & Co., Inc., N. Y.) 


Houston is reportedly one of several 
Texas markets currently getting 
placements of night minutes in a test 
for this firm’s new menthol cigarette, 
BELAIR. Bill Warner, who also buys 


on Kools at the agency, is the contact. 


REALLY 


SNARIN’ 
SHARES 


GENE AUTRY Feoues 


Starring in 56 HOUR FEATURES 


AND REALLY RATIN’ RAVES: 
“One of soundest buys station has made.” KOB-TV, 


mca 


TV FILM SYNDICATION 


Albuquerque, June 9, 1959 


“Very successful ...a nice 
show to have around.’ 
WBRC-TV, Birmingham, 
April 1, 1959 
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Boston 70.3 
Cleveland 80.5 
Atlanta 51.3 
Dallas-Ft. W. 51.0 
Indianapolis 71.3 
Philadelphia 53.0 
Scranton-W. B. 67.2 
Albuquerque 66.5 
Memphis 59.7 
Milwaukee 65.1 
Houston 65.0 
Miami 55.7 
Minn-St. Paul 55.1 
Knoxville 83.4 


and many many more! 
Source: ARB 





CHUN KING FOODS 
(BBDO, Minneapolis ) 


Further details are in on the first spot buy 
for this food processor in three years, which 
kicked off last month (see Spot Report 
July 13) after an agency change. 

The four-week schedules of filmed 
minutes ran in 28 markets—including 
Cincinnati, Grand Rapids, Kalamazoo, 
St. Louis, Miami, Tampa, Jacksonville 
and Denver. The idea now is to check the 
results in the markets and return to 
these and others with a new campaign 
Sept. 15. The frequencies were heavy 
about 10 spots per week per market. 

Hale Byers is the timebuyer. 


COLGATE-PALMOLIVE CoO. 
(Ted Bates & Co., Inc., N. Y.) 

A small group of midwestern markets was 
reportedly picked up for 13-week 
schedules for FAB. Day and late-night 
minutes are usually run. Gordon Dewart 
is the timebuyer. 


COLGATE-PALMOLIVE Co. 
(Norman, Craig & Kummel, Inc., 
Ny. 


VEL powder, which ran a couple of brief 





Bates International 


Having the enviable record of 
never having lost a client in this 
country, Ted Bates & Co., Inc., 
is now prepared to try its luck 
overseas. The agency has entered 
the international advertising pic- 
ture by formulating an agree- 
ment with John Hobson & Part- 
ners, Ltd., a leading London 
agency, to operate in that city un- 
der the merged name of Hobson, 
Bates & Partners, Ltd. 

Bates chairman of the board 
Rosser Reeves and James C. 
Douglass, executive vice presi- 
dent, were elected to the board of 
the new London firm. John W. 
Hobson in turn was elected to the 
board of the U. S. agency. 

Both agencies are known in 
their respective countries as lead- 
ers in the package goods field, 
and both put particular emphasis 
on television advertising. (Over 
70 per cent of Bates’ billing is in 
tv.) Less than four years old, the 
British agency has grown from 
an original staff of 15 people to 
160 and currently bills nearly 
$10 million. The combined bill- 
ings will be over $130 million, 
and the total personnel will num- 
ber almost 1,000 employes. 
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SQUEEZED? NEW PRODUCTS 
Today's pressures 
= on Sales Managers aatl-1.teh"/ a] 


are Crushing: 
trying to combat 
competitive new COMPETITION 
products, keeping 
sales turnover 
high, bucking your 
competitors’ 


THE SALES 


aS selling tactics. 
America’s sales and 
ef - i 3 
distribution revolution 
. is here. A ne 
SPOT TV is here W Katz 
SELLS Agency presentation, 
Self-service rT 
retailing is here. The Sales Managers 
Today's in- Medium, tells how 
person salesman z f 
is your Spot TV it affects today S 


Salesman-the 





effective modern- Sales Manager. 

pric For a showing of 

= porsuesion the full story-in your 
office-call our TV 
Sales Development 
Department. 
THE KATZ 
AGENGY, ING. 
666 Fifth Ave.,N.Y.C.19, JU 2-9200 

+ camp as 

STAR 

SALESMAN 

As the right arm 


of your sales 
department, Spot 
TV deserves to 





share your sales- 
as well as your 
| advertising-budget. 








August 10, 1959, Television Age 47 








schedules last spring in about 35 major 
markets, was contemplating similar 

fall action at press time. Final approval 
was not yet in, however. Hal Cummings 
is the timebuyer. 


COLGATE-PALMOLIVE CO. 
(Street & Finney, Inc., N. Y.) 


Although the SUPER SUDS account 
shifted here recently from Cunningham & 
Walsh, the fall campaign will be similar 
to the one which ran last spring. 
About the same group of 25 top markets 
will be used, with placements of day 
and night minutes starting late this 
month for 13 weeks. The “dinnerware in 
Super Suds” theme also continues. 
Ty-radio director Helen Thomas is the 
contact. 


CONTINENTAL BAKING CO. 
(Ted Bates & Co., Inc., N. Y.) 


Reports of new activity for this firm’s 
HOSTESS cakes are customary at this 
time of year as the products move back 








STATION NETWORK 
and PERSONAL 
REPRESENT. ATIVE 






KELO-TV, Sioux Falls, S. D. 
KROC-TV, Rochester, Minn. 
WIMA-TV, Lima, Ohio 


WPEN-TV, Traverse City, 
Mich. 


235 East 46th St., New York 17, NY. 
Plaza 5-4262 














In “Oil-Rich" 
West Texas have 
21% more 
money to spend 
than the average 
American 


MIDLAND-ODESSA 


METRO - AREA 
COMBINED CSi PER HSLD. 


$7,252 
fa hannel | 


411,000 
PEOPLE 








Venard, Rintoul & McConnell, Inc. 
South—Clarke Brown Company 
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Buyer Profile 
4é 


f you were to trace the history 

of successful mass magazines, 
you would probably find,” says Dick 
Pickett, “the ones that have stayed in 
existence are those which have grown 
and have kept pace with American 
thought. 

“These magazines have discovered 
that to survive they have to be not 
only followers but frequently leaders 
of public taste. And this taste grows 
increasingly sophisticated each year. 
Travel, wars and the communications 
media have all contributed to the 
great increase in information avail- 
able. 

“As 


able and is absorbed, there is demand 


information becomes avail- 
for more and more. The magazines 
have learned to meet this demand. 
That is the key they have discovered.” 

According to Mr. Pickett, who is 
senior media buyer at Foote, Cone & 
Belding, New York, because tele- 
vision is such a dynamic medium, the 
survival is 


challenge to its even 


greater. He believes that “television 
must continue to grow. It cannot stay 


at the same level.” 


DICK PICKETT 





He feels that programming, “be- 
cause of the ‘sameness’ of its subject 
matter, reached a new low last sea- 
son. High ratings do not mean a 
viewer wouldn’t watch something bet- 
ter if it But when 
all shows are there’s no 


were available. 
mediocre 
competition.” 

Mr. Pickett was graduated from 
Fordham University, where he had 
majored in English, in 1952. A na- 
tive New Yorker, he currently main- 
tains bachelor quarters in Manhattan. 
At FC&B, where he’s worked since 
1955, he keeps busy handling Lever, 
Savarin and General Foods. 





into usual markets after a summer hiatus. 
Filmed minutes in children’s programs in 
some 30 markets are customarily set 
for a fall-winter push. Perry Seastrom 
and Art Goldstein are the timebuyers. 


E. I. DU PONT DE NEMOURS 
& CO., INC. 


(BBDO, N. Y.) 


Working well in advance as customary 
in the fashion industry, DU PONT’S 
textile-fibers division has its plans laid 
for next spring already. In April 40 cities 
will get a one-week schedule of 

two minute spots daily for a DACRON 
promotion tied in with local department 
stores. Local women’s personalities 

will deliver the messages live. A 10-week 
campaign for dresses of various fabrics 
will also run January-May in New York, 
Chicago, Los Angeles, Detroit, Phila- 
delphia, Boston, San Francisco, Pittsburgh, 
St. Louis and Cleveland. Daytime 
women’s programs will be used. 

Trow Elliman is the timebuyer. 


DX SUNRAY OIL CO. 
(Potts-W oodbury, Inc., Kansas City) 


As noted in Tele-Scope June 15, this 
company returns to tv after a summer 
hiatus, continuing its showing of New York 
Confidential in over 40 midwestern markets. 


The series begins running the first week 

in September and stays on until 52 episodes 
have been shown in each market. New 
schedules are being set for 1960 when 
Grand Jury, a new syndicated half-hour, 
will be shown in the oil firm’s 11-state area. 
Media director Gene Dennis is the contact. 


EXQUISITE FORM 
BRASSIERE, INC. 


(Regal Adv., Inc., N. Y.) 


This firm was planning its fall drive at 
press time, but the details were not 
crystallized. It’s known there is an 
interest in buying some markets on 

a straight cash basis where the firm 
has no barter arrangements. Account 
executive Gunther Goldschmidt is 

the contact. 


J. A. FOLGER CO. 
(Cunningham & Walsh, Inc., N. Y. 


~ 


A six-week campaign on FOLGER’S 
coffee reportedly breaks the end of this 
month in about five markets in the 
company’s regular areas. Nighttime 20’s 
and ID’s will run along with daytime 
20’s. A possibility of expansion into 
some additional markets exists. 

Al Randall is the timebuyer. 
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FORD MOTOR CO. 


(J. Walter Thompson Co., Inc., 
N. Y.) 


While spot activity is not set yet for the 
introduction of the new FORD models 
this fall, the auto-maker was reported 
looking into participation in football 
telecasts in selected markets. Allan Sacks 
is the timebuyer. 





Rep Report 


Edwin C. Metcalfe, who joined 
Weed Television Corp. in 1953 after 
serving in sales positions with KTTV 
Los Angeles and ABC, was appointed 
this month to the newly created posi- 
tion of national sales manager for the 
representative firm. Mr. Metcalfe 
moved to the Weed New York office 
from Los Angeles where he has been 
vice president and Pacific coast man- 
ager. He will direct sales in all nine 
Weed offices and assist in the formula- 
tion of plans aiid policy in the com- 
pany’s research, marketing and man- 
agement-services departments. 

CBS-TV Spot Sales department’s 
new director of sales promotion and 
research is W. Thomas Dawson, who 
assumed the research post vacated by 
Robert F. Davis. Mr. Davis was re- 
cently named research director for the 





MR. DAWSON 


CBS-TV stations division. Mr. Daw- 
son joined the network in 1957 after 
serving WBBM-TV Chicago and 
KTTV Los Angelcs in sales promo- 
tion and research capacities. 

Allen Hundley, formerly with the 
Katz Agency, several southern radio 
stations and Mutual Broadcasting Co.., 
replaced Ralph Widman as manager 
of the Dallas office of the John E. 


Pearson Co. 





... SOUTH BEND, INDIANA'S 
DOMINANT STATION 


WSBT-TV 





“HOOSIER FAVORITE”... 


The Teenagers Show That Parents Watch 


With Joe Kelly and Bruce Saunders at the helm of ‘‘Hoosier 
Favorite,"’ WSBT-TV's big production studio really ‘‘jumps'’ on Satur- 
day afternoons. From 5:00-6:30 p.m. South Bend teenagers crowd 
the studio and their home TV sets for dancing fun, top tunes and 
the casual commentaries of Saunders and Kelly. 


While ‘‘Hoosier Favorite”’ is essentially a teenagers show, ARB 
reports that half of this big audience is composed of adults! Now in 
its 5th year, this popular program consistently rates above 20.0%. 


WSBT-TV dominates the prosperous South Bend market with 
local programs and by carrying top rated national shows. The latest 
ARB rating gives WSBT-TV 45.2 share of sets in use over a four week 
period! 


To reach the 1.6 billion dollar South Bend TV market, use the 
station that dominates it nearly 2 to 1 .. . WSBT-TV. See your Ray- 
mer man or write this station for availabilities on ‘Hoosier Favorite." 
Also request free market data book. 





SOUTH BEND, INDIANA «¢ CHANNEL 22 
ASK PAUL H. RAYMER COMPANY + NATIONAL REPRESENTATIVE 
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FUTORIAN-STRATFORD 
FURNITURE CoO. 
(Garfield-Linn & Co., Chicago) 


During the first few weeks in October, 
this company reportedly plans to run 
about 70 minute spots on KRLD-TV and 
WFAA-TV Dallas in an experimental 
campaign for its STRATOLOUNGER 
reclining chair. Local stores in the 
market will tie in with the campaign 

via on-the-air mentions. If successful, the 
firm may use other markets. Media 
director Herb Shayman is the contact. 


GENERAL TOY CO. 
(Webb Associates, Inc., N. Y.) 


This distributor on REMCO toys and 
AMERICAN CHARACTER DOLLS is 
still lining up top markets for the big 
pre-Christmas season ahead. About 40 
areas will get placements of filmed 
minutes in and around kid shows, with 
most of the schedules starting late this 
month or early in September for about 
16 weeks. President and tv director 
Bernie Schiff is the contact. 


GRANT CO. 
(Mohr & Eicoff, Inc., Chicago) 


This mail-order firm, which expects to 
spend $1 million in tv this year, begins 
its fall push in mid-September and 
will run schedules through Easter. 
Filmed three-, five- and 10-minute 
commercials will be placed in week-end 
and afternoon-movie slots. Live pitches 


ARE YOU THE MAN?? 


We don’t know where you are, but ve do know 
what you are: you're a bright and enthusiastic 
man possessing the drive and creativeness to 
head up the Program Department of a major 
TV station, located in the East, in one of the 
nation’s top ten markets. 

Right now, you might be in the TV department 
of an ad agency; you might be the Program 
Manager of a TV station (the kind which really 
does a programming job, and doesn’t just ride 
the net) or you might be working for one of the 
networks, or for a packager in Hollywood or 
New York. 

In any case, you have plenty of experience in 
programming and production, much of it at the 
local station level. You know how to handle a 
staff, deal with and develop talent, and you're 
at home both in live and film programming; 
above all you're genuinely creative. 

If you’re the person we're looking for, there’s a 
fine future for you in every way. Write us an 
informal letter than can get across the kind of 
man you are; the way you think about yourself 
and television. 





Box 474 
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Richard A. Hall, former chairman of 
the board, was recently named presi- 
dent of Jackson, Haerr, Peterson & 
Hall, Inc., agency with offices in Chi- 
cago, Peoria and Jeff2rson City, Mo. 


may also be used in some markets. 
Featured products are DIALOMATIC 
slicing machine and TRIMOBILE 
exerciser. All large and a number of 
lesser markets will be used. Buying 
contacts are Roy MacLean, Joel Winer, 
Mel Smith and Arlene Smith. 


GULF OIL CoO. 

(Young & Rubicam, Inc., N. Y.) 
This firm plans a fall campaign beginning 
in September for 13 weeks, but details 
weren't completed at press time. The 
drive should be similar to last year’s, in 
which 50-60 markets of major and minor 
calibre ran night minutes and 20's. 
Frank Grady, assisted by John Warner, 
handles the buying. 


S. C. JOHNSON & SON, INC. 


(Foote, Cone & Belding, Inc., 
Chicago) 

This firm’s entry in the liquid detergent 
field—BRAVO— is packaged in a plastic 
bottle and is reported testing in Syracuse 
and Pittsburgh with filmed minutes in 
day and night slots. Genevieve Lemper 
is the timebuyer. 


LANOLIN PLUS, INC. 
(Dunnan & Jeffrey, Inc., Newark, 
N. J.) 


A reported “$1l-million” campaign cn a 
new product, BABY CURL, began late 
last month in 193 markets across the 
county, with more than 5,000 tv-radio 
spots running per weck. Schedules were 
tested in six cities, and results indicated 
the product would “take off” quickly. 
No closing date on the campaign is 
set, the idea being to continue as long 
as the shampoo sells. (The continuing 
campaign on RYBUTOL vitamins is also 
being handled at this agency, since the 
product was recently acquired from 
VCA Laboratories. A June 1 Spot 
Report item incorrectly had the VCA 
agency—BBDO, Los Angeles—placing the 
schedules.) President Martin Himmel 

is the contact. 


P. LORILLARD CO. 
(Lennen & Newell, Inc., N. Y.) 


The newest cigarette from this maker 
SPRING— is currently testing in Provi- 
dence and Philadelphia with filmed 


minutes in primarily nighttime slots. 
No exact word is being given on when 
expansion into additional markets will 
take place, but it’s reported the Lorillard 
fall budget will be increased to include 
the new brand. Bob Kelly is the timebuyer, 


NATIONAL ASSOCIATION OF 
INSURANCE AGENTS 


(Doremus & Co., N. Y.) 


Some of the 157 markets in which this 
firm uses news-weather-sports shows took 
a summer hiatus during the 26-week 
campaign set last March 1. About 24 
states are being reactivated for 13 weeks 
beyond August, and extensions are 

being set in 20 others for 26, 39 and 52 
weeks more. The same programs will 

be retained in most markets if possible, 
as the client is reportedly happy with 
the results thus far. Lorraine Kierstad 
and Hubert Sweet are the buying 
contacts, 


NATIONWIDE INSURANCE CoO. 
(Ben Sackheim Co., N. Y.) 

Still evidently desirous of returning to 
video despite the unavailability of a 
suitable syndicated property, this insurance 
firm is reported “considering” news 
programs in a number of the 35 markets 
it’s used in the past. Either five-, 10- or 
15-minute programs might be used this 
fall. Media director William Galker 

is the contact. 


NORWICH PHARMACAL CoO. 
(Benton & Bowles, Inc., N. Y.) 


Some 113 markets will be used be- 


Personals 


JACK CALLICOTT, formerly in 
the advertising department of Plough, 
Inc., has been appointed timebuyer at 


Lake-Spiro-Shurman, Memphis. He : 


replaces J. MARTIN HOLLINGER. 
Miss EVE KLEIN has joined Ray 


C. O'Keefe as media and research 
manager. 


HARRY TORP, who was media di- 
rector handling Lanvin at Dowd, Red- 
field & Johnstone, before the agency 
merged with Cohen & Aleshire, has 


joined C. J. LaRoche, New York, as = 


manager of print media. 


VIRGINIA REGINA has _ joined 


Smith-Greenland as assistant media 


buyer. She'll be assistant to LES = 


TOWNE, media director, working with 
him on all the agency's accounts. 


joined Sullivan, Stauffer, Colwell & 
Bayles, New York. He'll be timebuyer 
on Block Dru, Silver Dust Blue and 
S&H Green Stamps, replacing IRA 
GONSIER who has been promoted to 
associate media director. Mr. Fergu- 
son was formerly all media buyer at 
Young & Rubicam and worked on 
Bufferin, Sal Hepatica and Vacuettes. 


WILLIAM J. FERGUSON JR. has 
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ginning Sept. 8 for a campaign for 
PEPTO-BISMOL. Night minutes and 
20’s will run, with the first 75 markets 
reportedly bought by issue date and the 
remainder to be picked up this week and 
next. jack Giebel is the timebuyer. 


OLGA CGAL CO. 
(Bayless-Kerr Co., Cleveland) 


This company reportedly plans brief 
“prepare for winter” tv schedules in about 
eight markets starting about mid-September. 
The areas should be confined to Ohio 
and neighboring states. Media director 
H. D. Kerr is the contact. 


PABST BREWING CO. 


(Kenyon & Eckhardt, Inc., Chicago) 


The campaign for PABST’s “original 
formula” beer which began May 1 in a 
large number of markets is reportedly 
still expanding into additional areas. 
Filmed minutes and 20’s are used in 
evening slots. Bob Penninger, media 
buyer, is the contact. 


PAPER MATE CO. 


(Foote, Cone & Belding, Inc., 
Chicago) 


Although the main drive on this firm’s 





Dodge for Dad 
A “Win a Dodge For Dad” 


contest, sponsored in early sum- 
mer by Baltimore Dodge dealers 
and station WJZ-TV, was a re- 
sounding success in the Maryland 
city. Thousands of entries were 
received, far in excess of the ex- 
pected 
blanks were available only at 
dealers’ showrooms. 

Based on the best completion 
of a sentence beginning, “I want 
to win a Dodge for dad because,” 
the contest was heavily promoted 
by both station and dealers. A 
saturation schedule of filmed 


number, since’ entry 


animated spots and ID’s was car- 
ried by wJz-tv. This was sup- 
ported by dealers’ purchases in 
local dailies and by cab cards and 
radio spots. Several weeks before 
the closing date, local cut-ins on 
the ABC-TV Lawrence Welk 
show emphasized the contests. 
Dodge dealers reported ex- 
cellent results, with a large in- 
crease in showroom traffic and 
substantial sales gains. 








menthol-filters. The brand reportedly 
tested in upstate New York about two 
months ago. A number of top eastern 
markets are getting schedules of minutes 
and/or 20’s to run in prime evening 
time for about 13 weeks. Jean Jaffe 

is the timebuyer. 


PROCTER & GAMBLE Co. 
(Compton Adv., Inc., N. Y.) 


Activity is under way in selected markets 


ball-point pens for fall involves a large 
number of network shows, a_back-to- 
school campaign on the HOLIDAY 
pen with “Jumbo Texas” refill starts 
early in September in top markets. 

Filmed minutes are used. Pat Chambers 
is the timebuyer. 

PHILIP MORRIS, INC. 

(Doyle Dane Bernbach, Inc., N. Y.) 


First major maker to make a big splash 
this fall with a new cigarette brand, for IVORY LIQUID, with day and 
Philip Morris is moving quickly into night minutes and 20’s placed. 
national distribution with ALPINE Chiz Craster is the timebuyer. 


in the Johnstown-Altoona area 


Why settle for Station B’s share of audience when WJAC-TV covers 
the market like a circus tent, sign-on to sign-off, all week long? You 
get ALL the audience you're paying for when you buy WJAC-TV. 


NSI, April, 1959 


TOP 30 SHOWS ON WJAC-TV 


Johnstown-Altoona Trendex, Feb., 1959 














The competition just can’t touch 
WJAC-TV. Leading its nearest 
competitor by nearly 3 to 1, it’s 
easy to see that WJAC-T'V is the 
one to buy--the one that delivers 


the audience. 
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Ask for full details from HARRINGTON, RIGHTER & PARSONS, INC. 
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Television Touts Toys : 


The newly formed Delaware Valley Toy Dealers’ Associates has worked 
out a rather simple equation which should fatten the purses of most 
RATES stations in that area: toys + television — terrific sales. 

The group is a non-profit organization set up to promote and develop 
toy sales in the Delaware Valley. Membership is limited to those stores 
which feature toys, maintain prices and operate on a fair basis. Coop- 
erating manufacturers include Amsco, Remco, Ideal, Keeneye, Mattel 
and Transogram, among others. 

TELEVISION MAGAZINE Stanley Elkman, president of the Elkman Co., Philadelphia, advertis- 
ing agency for the association, has urged the use of television as the 


basis of the group’s advertising program. He has urged members to 





meet this new merchandising challenge with increased vigor. “A maxi- 


the friendly 


mum of creative effort is needed, and the cooperation of all is a must.” 
Lion says... 


he says. 

Toy manufacturers cooperating with the organization have indicated 
that tv is the ideal medium for communicating the toy sales story to 
* children. Increased advertising schedules, new telefilms and startling new 





toys have been promised for the future. 





of filmed minutes in some 60-65 markets, 
RAYCO recently came in for a summer 
pick-up of a 15-minute news show on 
wrca-tv New York. At press time, a 
similar buy was starting on KTTV Los 
Angeles. The program purchases 
represent new thinking on the company’s 
an effort that will build prestige 


PURITRON CORP. 

(Maxwell Sackheim & Co., Inc., 
le 

As noted here May 18, the advent of the 


hay-fever season generally brings new 
activity for PURITON air-purifiers. 


“YOU GET THE LION’S 
SHARE OF RICH 
AGRICULTURAL AND 


INDUSTRIAL MID*AMERICA” 


Shoot Dead Center 
for SALES POWER! 
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YES, STRAIGHT SHOOTIN’ 
RIGHT INTO 365,000 | 
HOMES IN THE HEART | 

OF MID*AMERICA’S 
AGRICULTURAL AND 
INDUSTRIAL MARKETS 








REPRESENTED BY H-R TELEVISION INC. 
J. M. BAISCH GEN. MGR. 
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In addition to a network buy of Today part 


and considerable exposure on daytime 
giveaway shows, about 20 major markets 
get schedules of day and evening minutes 
and 20’s. The placements start early this 
month and run well into September. 
Account executive Sherman Lurie and 
assistant Roger Franklin are the contacts. 


RAYCO MANUFACTURING CO. 
(Mogul, Lewin, Williams & Saylor, 
Inc., N. Y.) 


While continuing its consistent schedules 


for its name. Other top-quality shows 
in important markets are being 
“actively looked into.” Lynn Diamond 
is the timebuyer. 


R. J. REYNOLDS TOBACCO 
co. 

(Wm. Esty Co., Inc., N. Y.) 

With the schedules set in May for 
SALEM cigarettes winding up about 
issue date, selected markets are getting 
new placements of evening minutes and 
20’s. Jack Fennell is the timebuyer. 





Program Profile 


Live; color; NBC-TV; 9-10 p.m. 
EDT Sun. Opposite Colt 45 and 
Deadline for Action ABC-TV; G.E. 
Theatre and Alfred Hitchcock Pre- 
sents CBS-TV. Summer show. Car- 
ried on 182 stations. Janet 
Blair and John Raitt. 

Sponsor: Chevrolet Division of 
Motors. 


Stars: 


General 

Production: Henry Jaffe Enter- 
prises, in association with NBC-TV, 
producers; Bob Henry, 
director; Ed Simmons, Milt Rosen, 
writers; Jack Regas, choreographer. 


producer- 


Format: Musical variety with 
guest stars. 
Ratings: Nielsen June 1: 


total 


CHEVY SHOW 





20.4, audience, 


audience, 


14.4, 


average 
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Maurice Sculfort, associate media di- 
rector at Compton Adv., Inc., was re- 
cently named a vice president of the 


agency. 





Agency Changes 


Taking over Jan. 1, Cunningham 
& Walsh, Inc., re-acquires the Johns- 
Manville Corp. account which it serv- 
iced 28 years ago. Since 1927, the 
$2 million in billings has been at J. 
Walter Thompson Co. 


The J-M business represented a 
bright note for Cunningham & Walsh, 
since it lost the $1-million account of 
the Chase Manhattan Bank just a 
week earlier. The bank billings were 
placed at Ted Bates, Inc. 


The Eagle Pencil Co., which has 
been agency searching since announc- 
ing it would leave BBDO in Novem- 
ber, will place its business at the 
Shaller-Rubin Co., Inc. 


About $200,000 in billings of E. C. 
DeWitt & Co., proprietary drug manu- 
facturer, was awarded to Tatham- 
Laird, New York, which is moving 
into the drug field rapidly since its 
acquisition of Whitehail Pharmacal’s 
Dristan. Bryan Houston, Inc., previ- 
ously held the DeWitt account. 


On the debit side, Tatham-Laird’s 
Chicago office lost the Fluffo shorten- 
ing business of Procter & Gamble 
when it shifted to Benton & Bowles, 
Inc. Both agencies handle a variety 
of other P&G products. 

The Mennen Co. shifted a number 
of products, placing Dateline de- 
odorant at Grey Adv. with some new 
items. Warwick & Legler, Inc., also 
got some new products. 


| Another thriller-diller from WJRT— 






“One if by land! 





—_— e,2 Two if by sea!”’ 
ny} ‘s \\ 
N} 


wd 
I >» \ 
) 














“And four if by 
WJRT, Ponsonby— 
the efficient way to 














cover Flint, Lansing, 





Saginaw and 
Bay City.” 




















Listen, admen, and you shall hear—plenty! That 
WJRT is the single-station way to reach the other big 
Michigan market. That you get Flint, Lansing, Saginaw and 
Bay City with one buy and a grade “A” or better signal. 
That you’re right where things happen with WJRT’s inside- 
out coverage of mid-Michigan and its nearly half-million 
TV households. If you’re aiming at Flint, Lansing, Saginaw 
and Bay City, WJRT is your bull’s-eye buy. Come on in— 
it’s open season on sales. 


CHANNEL FLINT 
ABC Primary Affiliate 


Represented by HARRINGTON, RIGHTER & PARSONS, INC. 
New York ¢ Chicago « Detroit * Boston « San Francisco « Atlanta 
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ARB City-By-City Ratings June 1959 
BAKERSFIELD BIRMINGHAM CHATTANOOGA 





2-Station Report 2-Station —, P tacennce | —, 
four-week ratings) (four-week ratings our-week ratings , 
TOP SYNDICATED FILMS TOP SYNDICATED FILMS TOP SYNDICATED FILMS 

1. Sea Hunt (Ziv) KERO-Tv Tue. 8:30 ...... eae 1. Highway Patrol (Ziv) werc-rv Sat. 9:30 ..35.5 1. State Trooper (MCA) wRGP-TV Mon. 7:30 . . 19.1 
2. Mike Hammer (MCA) KeRO-Tv Fri. 8:30 ..37.6 2. Huckleberry Hound (Kellogg) 2. Sky King (Nabisco) wpEr-Tv Sat. 7 .22. 
3. Flight (CNP) Kero-Tv Tue. 8 ....... .37.5 ag Sag Amgen 28.3 3. Life of Riley (CNP) wrop-tv Fri. 7 . 17. 
4. State Trooper (MCA) KERO-TV Mon. 9:30 ..36.3 3. Sea Hunt (Ziy) wsro-rv Thu. 9:30 ...... 25.6 4. U. S. Marshal (NTA) wrep-tv Wed. 7 16 
6. Reus 8 aes Gime) Eeee-ee Wes. 6:50 .50-8 4. Whirlybirds (CBS) wero-Tv Fri. 6:30 ....23.2 5. Highway Patrol (Ziv) wDRF-Tv Tue. 7:30 ..16 
6. SA v (MCA) KERO-TV Sun. 8:30 ........ 38.3 5. SA T (MCA) weRo-TV Thu. 9 ...... Ra 6. San Francisco Beat (CBS) wror-Tv Tue. 7 ..16 
7. Highway Patrol (Ziv) KERO-TV Tue. 7:30 ..25.5 5. 26 Men (ABC) wsro-Tv Fri. 9:30 22.4 7. How To Marry a Millionaire (NTA) 
8. Night Court (Banner) KBAK-TV Sun. 9 ....24.6 6. Silent Service (CNP) wBRo-TV Tue. 7 ...... 21.4 eee Or 8 233.6 
9. U. S. Marshal (NTA) KERO-Tv Mon. 7:30 . .22.9 7. Superman (Kellogg) waPi-Tv Tue. 6:30 ..20.9 8. Man Without a Gun (NTA) 
10. Bold Venture (Ziv) KBAK-TV Thu. 8:30 5 8. Sky King (Nabisco) wero-tv Fri. 6 ......20.8 WDEF-TvV Sat. 10:30 ..... : — 
11. Selence Fiction Theatre (Economee) KBAK-TV 9. Mackenzie's Raiders (Ziv) WBRC-TV 9. Huckleberry Hound (Kellogg) 

SN ee eee eT rere 22.1 i a Ss ee ee OS ee 20.3 WDEF-TV Thu. 7 .........--- ee 13.9 
12. Huckleberry Hound (Kellogg) KBAK-TV 10. State Trooper (MCA) waPpi-tv Fri. 9:30 ..17.9 10. Boots and Saddles (CNP) wrer-Tv Mon. 7 ..12. 

Wed. 6280 ....cee--seeccccerceccecers aa.0 11. Union Pacific (CNP) wsro-Tv Tue. 6 ....16.3 11. Terrytoons (CBS) wrep-Tv Sat. 9:30 a.m. ..12.3 
13. Tales of the Texas Rangers* (Screen : 12. U. S. Marshal (NTA) werc-Tv Fri. 10 ....16.0 12. Roy Rogers (Roy Rogers Synd., Inc.) 

Gems) KBRO-TV Mon. 6:30 ..........005- 20.5 13. Danger Is My Business (CNP) wrop-tv Wed. 6 ........ eo 
14. Jeff’s Collie* (ITC) Kero-Tv Tue. 6:30 ..20.3 came MN UM 14.7 13. Bozo the Clown* (Jayark) wprer-Tv Sat. 12 n. 11. 
15. Colonel Flack (CBS) KERO-TV Thu. 7:30 ..18.0 T 


13. Boots and Saddles (CNP) wsro-Tv Thu. 6 ..14 14. Woody Woodpecker (Kellogg) 
womr-Tv Tue. 7 .....-+++: oook® 


TOP FEATURE FILMS TOP FEATURE FILMS 15. Science Fiction Theatre (Economee) 








1. Wilshire-Brundage Theatre KERO-TV WDBF-Tv Sat. 6 ....-.--- soeeees D8 
Wet. 10-23 MEE. .oeercereceeesecccees 11.1 1. 13 Theatre WAPI-TV Sun. 3-4:30 .......... 12.4 
2. Wallace Beery Theatre KABK-TV 2. Home Theatre wsrc-Tv TOP FEATURE FILMS 
Thu. 6230-8 ......00---- peveerconeces -15.8 Sun. 10:30-13:15 a.m. .......s0cee.ee eee 87 
S. ee cones aeeee Ont. mo 3. Home Theatre wBRc-TV 1. Early Show WDEF-Tv Thu. 5-6:30 14 
, ono we ae pa ° ae SSeatg 15.7 BNR SROEE GOR vinnnsensdecnncecs 7.6 2. Early Show WDEF-TV Mon. 5-6:30 ........12.8 
pati —— 5:30 ....13.6 4. World’s Great Movies* werc-Tv Sun. 1:30-3 . 5.6 3. Early Show wper-tTv Wed. 5-6:30 msn 
5. Spotlight Movie KERO-Tv Tue. 5. World’s Great Movies WAPI-TV 4. Sunday Afternoon Movies wrep-Tv 
SREP RS see. GM. cccocaccccesevensicss 11.2 Wed “WRcMRORtOR Ome... oes cc cccoccces 5.4 ee oe ye. ek ~ 9 
TOP NETWORK SHOWS , 5. Late Show wper-Tv Sat. 11-12:45 a.m 9 
1, Wagon Train KERO-TV 49.9 TOP NETWORK SHOWS 
CBU Ss SD ceed cvessesecscacusy 40.1 1. Gunsmoke WBRC-TV ..........ccecee ..50.1 TOP NETWORK SHOWS 
3. Tales of Wells Fargo KERO-TV ............ 37.9 2 yBRC- 
4. Restless Gun ane pa OReceascsawegeel 37.1 3. weal Fagg Reopen sa aeg at Parmer: 94 3. Sees Waee-ee ee > “a ning 
5 . > > - ‘ be aaba Foals ~ 2. Have Gun, Will Travel WDpr-Tv . a 
5. Bob Cummings KERO-TV ..........--00+5 36.5 4. The Millionaire* were-Tv 2 3. The RiGemen wrvo : i 
es - a Ser es SERAt S980 07.004 ania reyigu 4. Zane Grey Theatre WBRO-Tv .. 2 4. Wagon Train wreP-tv ‘ ee 
T. Perry Mason KBAK-TV ......+2+--++e0+ 34.7 5. Desilu Playhouse* wWBRC-TV 8 5 I've G : aaa 7 
8. Wanted—Dead Or Alive’ KBAK-TV ......... 34.6 6. Tennessee Ernie Ford waPI-Tv 39.5 ‘ “we a eee : ec 
9. Bat Masterson KERO-TV ........... oun eee r. en Meets MEIOGY ........0c..:. 38.4 + 2 ST asncns eee 
10. The Californians KERO-TV 34.1 8. bess K T= utc laa Q T. Perry Mason WDRF-TV ................++33 
Re On eae . « Knows Best* WBRC-TV ..........38.2 8. Red Skelton WDEF-TV ......... ..33 
, r 9. Wagen Tram WAPETV .ncccccccccccces 37.2 9. Name That Tune WDEF-Tv ...... 32 
—— Rte 10. Tales of Wells Fargo wrcGrP-tv -32 
-Station Report “ 
(four-week ratings) LITTLE ROCK OMAHA 
TOP SYNDICATED FILMS 3-Station Report \ 
1. Mike Hammer (MCA) KoMO-TV Sat. 9:30 . 25.3 (four-week ratings) 3-Station Report 
2. Highway Patrol (Ziv) wDaF-Tv Wed. 9:30 24.5 TOP SYNDICATED FILMS (four-week ratings) 
3. Death Valley Days (U.S. Borax) TOP SYNDICATED FILMS 
GENET TE. BO in ivesccccescecss sascneeee 1. State Trooper* (MCA) KTHV Sat. 9:30 ..31.6 
4. Whirlybirds (CBS) Kcmo-Tv Sun. 10 .....22.1 2. Mike Hammer (MCA) KaTv Tue. 9:30 ....31.3 1. Highway Patrol (Ziv) wow-tTv Sat. 9:30 ..27.6 
5. Huckleberry Hound (Kellogg) KMBC-TV 3. Rescue 8 (Screen Gems) KaTV Sun. 8 ...... 20.6 2. Death Valley Days (U.S. Borax) KMTV 
0 re eee ee 20.9 4. Highway Patrol* (Ziv) KATV Wed. 9:30 ..19.8 We RED oescnescenecetene ceecrevees 27. 
6. Sea Hunt (Ziv) wpar-Tv Sun. 9:30 ...... 17.3 5. Sea Hunt (Ziv) KaTv Thu. 9 .........+-. 19.3 3. State Trooper (MCA) KMTV Mon. 6 ...... 23. 
6. State Trooper (MCA) wDaF-TVv Tue. 9:30 ..17.3 5. New York Confidential (ITC) 4. U.S. Marshal (NTA) wow-tTv Fri. 7:30 - ° 
7. Sky King (Nabisco) KmBO-TV Wed. 6 ....16.6 eee TO ED ov cicseetese< svdae 5. Whirlybirds (CBS) wow-Tv Sat. 10:15 ....18. 
8. Mackenzie’s Raiders (Ziv) KoMo-Tv Wed. 10 16.5 Death Valley Days (U. S. Borax) 6. New York Confidential (ITC) kKmTv Tue. 9:30 17. 
9. U.S. Marshal (NTA) KoMoO-Tv Thu. 10 ....15.6 MamE-TV Wed. 8:80 .nccccsccccosccecs 16.3 7. Flight (CNP) KETV Thu. 9 vcsbusangeee 
10. Bold Venture (Ziv) wpar-tv Thu. 9:30 ....15.2 7. Tales of the Texas Rangers (Screen Gems) 8. Mike Hammer (MCA) KMTvV Sun. 9:30 ....14. 
11. 26 Men (ABC) KMBo-Tv Fri. 9:30 ...... 15.0 MARE-SV Thm. OBO ..nccccccccccccceses 16.2 9. Huckleberry Hound (Kellogg) KMTV 
12. Cisco Kid (Ziv) KMBC-TV Tue. 6 .......... 14.8 7. U. S. Marshal* (NTA) Katv Fri. 9:30 ....16.2 ON Pe ee bode TT 
13. Boots and Saddles (CNP) KOMO-Tv Tue. 10 14.4 8. 26 Men (ABC) KTHVv Fri. 7:30 .......... 15.2 10. Soldiers of Fortune (MCA) KETV Fri. 6 ...13. 
14. Superman (Kellogg) KMBO-TV Mon. 6 ..... 13.0 9. Mackenzie’s Raiders (Ziv) KTHV Wed. 7:30 .13.1 11. Jeff’s Collie (ITC) KMTv Wed. 5:30 ..... 12 
10. Annie Oakley (CBS) KARK-TV Thu. 6:30 ..11.5 12. Topper (Telestar) KETV Mon. 6 ... <osne 
TOP FEATURE FILMS 11. Boots and Saddles (CNP) KTHV Thu. 6:30 ..11.3 13. Tugboat Annie (ITC) KmeTv Sun. 5 ........ 12. 
pe ee 12. U. S. Border Patrol (CBS) KaTv Thu. 9:30 .11.0 14, Target (Ziv) KETV Mon. 8:30 ....... «0 88: 
: ~ 13. Target (Ziv) KRTHV Tue. 8:30 ............ 10.9 15. Superman (Kellogg) KMTV Mon. 5:30 ....1@ 


Pe Dee CM. ickdewceeeueceneees 16.0 
. Million Dollar Movie KcMO-TV . 


ee Ss ae 2013.7 TOP FEATURE FILMS TOP FEATURE FILMS 


w 





3. Million Dollar Movie KcMO-TV 
i I a 8.7 1. Hollywood Spectacular KATV Mon. 8:30-10 .15.3 1. Movie Masterpiece KETV Fri. 9:45-11:30 ..18. 
4. 10 O'Clock Movie wpar-tTv Sun. 10-11:45 . 8.4 2. Academy Theatre KTH Sat. 10:15-12 mid. ..10.3 2. Movie Masterpiece KETV Thu. 9:45-11:15 ..13 
5. Adventures of Dr. Gillispie KcMo-TV 3. Late Show Katv Sat. 10:15-12:15 a.m. 9.0 3. Movie Masterpiece KETV Sat. 9:45-11:15 ...12. 
OR TRIE carmel eS bomaccse eaters 7.9 4. Double Feature Movie KaTv 4. Movie Masterpiece KETV Wed. 9:45-11:15 ..12 
Sk: sn AM, soe c-a-500 6006406008 7.6 5. Academy Theatre wow-Tv 
TOP NETWORK SHOWS 5. Double Feature Movie KaTv Sat. 3-6:30 7.3 Se ey errr 11. 
1. Summer on Ice* WDAF-TV .......... eccece 40.1 
2. Gunsmoke KOMO-TV ........00sccececees 38.9 TOP NETWORK SHOWS TOP NETWORK SHOWS 
Be Te TE NG nc acc cccewscessess 37.0 ; 2 : 
4. 77 Sunset Strip KMBO-TV .............. 34.3 Renn GE: ncn nc ccdwag acces cdesves 52.9 1. Red Skelton WOW-TV ........-..0eeeee0s: 37. 
5. The Rifleman KMBO-TV ................- 33.2 2. Have Gun, Will Travel KTHV ............ 40.3 S ¢ 3 6£ Ae 36 
6. Red Skelton KOMO-TV ..............-05. 31.0 3. The Bifleman KaTV ............. ince 3. Gunsmoke WOW-TV ..........+--eeeeeeee 36 
7. The Real McCoys KMBO-TV .............. 30.3 4. Tennessee Ernie Ford KARK-TV .......... 37.0 4. Garry Moore WOW-TV ...... 0.06.0 eseeeee 36 
8. Peter Gamm WDAP-TV .........0000sccccee 30.0 5. Wagon Train KARK-TV ........... “nas 5. The Rifleman KBTV ...........-eeeeeeees 35. 
9. Wyatt Earp KMBO-TV ................... 29.6 6. Zane Grey Theatre KTHV ..............-; 34.9 6. Danny Thomas WOW-TV ............ sone 
10. This Is Your Life wpaF-TV .............. 29.2 7. The Real McCoys’ KaTv 6 7. 77 Sunset Strip KPTV ......... ‘ - 20034. 
O, Weer Ge GOMEE on ics cccndscsaves 7 8. Wagon Train KMTV . whence eeeeeeee 33. 
*Indicates programming change during four-week 9. Wyatt Earp KATV .......5..eesseeeeeeee 5 SUS De Dee Bale MNRY co occncccwtduccte 33. 
period. Ratings for one-week are given. 10. Bob Cummings KARK-TV ..............4- 31.9 10. What’s My Line WOW-TV .............+0+ 32 


54 August 10, 1959, Television Age 





ee - 


) 


w 


weoe eae 


4 oD De Om @ 


ee ee 


— oe 


ee ee ee 





~ene 


wane i 


we 


uos 


a 










4 oP hm ww 


wer awe & 


~_we 





cue oe eh wa wm & 





ARB City-By-City Ratings June 1959 


DAYTON 
2-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 





1. Badge 714 (CNP) wuto-Tv Sat. 10:30 . 16.6 
2. Mackenzie's Raiders (Ziv) wuw-p Thu. 7 ..15.0 
3. Decoy* (Official) wLw-p Tue. 7:30 ........ 14.1 
i. Mike Hammer* (MCA) wHI0-Tv Wed. 8:30 .13.5 
5. Bold Venture (Ziv) WLW-D Sun. 10:30 . 13.3 
6. Death Valley Days (U. S. Borax) 
WED Mem. FT on cccevccecccccecsecces 12.4 
7. SA 7 (MCA) wuio-tv Fri. 10:30 222 18.2 
8. The Honeymooners (CBS) wHIO-TV 
Wed. FeSO ccccccccccccccccseses -o--11.8 
9. Rescue 8 (Screen Gems) WLW-p Thu, 6 ...11.6 
10. Sea Hunt* (Ziv) wLW-p Wed. 10:30 ...... 11.4 
11. Woody Woodpecker (Kellogg) WLw-p Tue. 5 10.8 
2. Casey Jones (Screen Gems) wiLw-p Wed. 7 10.6 
13. Huckleberry Hound (Kellogg) wLw-p Thu. 5 10.5 
14. 26 Men (ABC) wWLw-p Tue. 7 ........... 10.4 
15. U.S. Marshal (NTA) wH10-Tv Mon. 7 ..... 10.1 
TOP FEATURE FILMS 
1. Sunday Matinee wH10o-Tv Sun. 3-4:30 ..... 6.8 
2. Gold Cup Theatre wiuw-p Sat. 11:30-2 a.m. 5.5 
3. Your Evening Theatre wWHIO-TY 
Wet. 21290-2280 BM. coccnessccccccceses 4.8 
4. Your Evening Theatre WHIO-TV 
Bat. 82530-2598 GM. .ccecscccccccccveces 4. 
Roy Rogers Feature wH10-Tv Sat. 4-5 ..... 4.5 
TOP NETWORK SHOWS 
2. Games WHRPEY ccccaccessvececccceses 45.4 
2. Have Gun, Will Travel WHIO-TV .......... 36.7 
3. Desilu Playhouse* wWHIO0-TV . 
4. The Real McCoys WLW-D .... 2 
S. Peter Gam GED co ccccccccveccccceecs 34.8 
O.. Sie TN GED 6.5 cc wiincs caceeeess 33.6 
7. Danny Thomas WHIO-TV csvsesdecces 33.1 
8. The Millionaire’ WHIO-TV .........-2220:% 32.5 
9. I've Got a Secret* WHIO-TV .......... 31.9 
20. Red Gees DPR ce accewsccceaes 30.0 
PHOENIX 
4-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 
1. Sea Hunt (Ziv) KTVK Thu. 8:30 ......... 27.7 
2. Divorce Court (Guild) KOOL-Tv Tue. 9 ...19.0 
3. Death Valley Days (U.S. Borax) 
ST es eee eb Ckawaness ice 17.7 
1. San Francisco Beat (CBS) KOOL-TV 
Wee. OOD cack eccecediscausceseebece 16.2 
5. Cannonball (ITC) KPHO-TV Mon. 9 ......15.8 
6. State Trooper (MCA) KvAR Mon. 9:30 ....14.9 
7. Sheriff of Cochise (NTA) KPHO-TV Tue. 9 13.2 
7. Navy Log (CBS) KooL-Tv Thu. 7 ......... 3.2 
8. U.S. Border Patrol (CBS) KrHo-Tv 
Rh, OS08  cunasconaudanec cbasenceseaes 12.1 
9. Flight (CNP) KPrHo-Tv Fri. 9:30 ........ 12.0 
10. 26 Men (ABC) KTVK Tue. 6 .......... -11.9 
11. Highway Patrol (Ziv) KrHo-TV 
Res DUR, BIRO nddonn ne 0bc0eses e008 0% 11.2 
13. Medie (CNP) mvam Tue. @ .....-cscccccs 11.1 
12. Mike Hammer (MCA) KvaR Thu. 9 .....11.1 
13. Susie (ITC) KOOL-TV Sun. 9 ......... 10.8 
TOP FEATURE FILMS 
1. Premiere Movie Parade KPHO-TV Sat. 8:30-10 9.1 
2. Best of Hollywood KPHO-TV Fri. 7-8:30 8.8 
3. Academy Theatre No. 1 Kvak Sat. 10-12 mid. 7.1 
4. Academy Theatre KVAR Fri. 10-12:15 a.m. 6.9 
5. Movietime KPHO-TV Fri. 10:30-12:45 a.m. 6.6 
5. Million Dollar Movie KOoL-TV 
Ret, BOsBO-E. QM. 500 chncsceseccseccunn 6.6 
TOP NETWORK SHOWS 
1. Desilu Playhouse* KOOL-TV ............43 37.9 
Se ere 
Ry aI SUN oe: fens tt B hen ok ih eink diva hal oak ih 32.1 
© CF es Ge MAE ice cto ssvcccncinsSt® 
5. The Rifleman ETVEK ......20.--:; ssnec cme 
6. The Real McCoys KTVK ..........ccceces 27.9 
T. Gunsmoke ROOE-TV 2... cc ccccccccccces 37.7 
B, BP. WET aniocccncecacacbacescannavne 27.3 
©, TR BIE WOUEE onc cv ccccivcccesccsx 26.3 
S WO SE, wees csscnrevecnstceccanns 26.3 


EVANSVILLE 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 


1. State Trooper (MCA) wrvw Fri. 9:30 22.7 
2. Highway Patrol (Ziv) wrie-TV Tue. 9:30 ..18.4 
3. People’s Choice (ABC) wrie-rv Wed. 9:30 ..17.6 
4. Danger Is My Business (CNP) 

WBHT Sat. 9:30 ..... beedenescesces cod 
5. San Francisco Beat (CBS) wrie-Tv Sat. 10 .15.6 
6. Huckleberry Hound (Kellogg) wrvw Thu. 6 15.0 
7. Death Valley Days* (U. 8S. Borax) 

WRIB-TV Mon. 9:30 .....0seeee00s 13.6 
8. U. 8S. Marshal (NTA) went Sun. 8:30 13.5 
9. New York Confidential (ITC) wrvw Thu. 9 . .13.0 
10. Bold Venture (Ziv) wrvw Tue. 8:30 mF 
11, Rescue 8 (Screen Gems) wrvw Sun. 6 o 883 
2. Boots and Saddies* (CNP) wrvw Tue. 9:30 .11.4 
13. Man Without a Gun (NTA) wrvw Sun. 10 .11.3 
14. SA 7 (MCA) wrvw Thu. 9:30 ..........11.2 
15. Tugboat Annie (ITC) wivw Sat. 5:30 o tha 

TOP FEATURE FILMS 

1. Million Dollar Movie wrvw 

Fri. 10:15-12 mid. ...... 5a6ee 8.3 
2. Late Show WFiIs-Tv Sat. 10:15-12 mid 7.8 
3. Sunday Matinee wrvw Sun. 3:30-5 7.4 
4. Million Dollar Movie wrvw 

Bes. 20:35-33 mbd, .2..ccccces 7.0 
5. Late Show wFie-Tv Sun. 10:15-11:30 5.2 
5. Shock Theatre went Fri. 10:15-11:30 5.2 


TOP NETWORK SHOWS 








1. Gunsmoke WEHT ° ceee ees . 42.8 
2. Desilu Playhouse* went ...... -.-41.0 
3. Wagon Train wrir-Tv er i . .37.6 
4. 77 Sunset Strip wrvw ae elie 34.7 
5. Garry Moore WENT oer eccesensdesececenee 
6. What’s My Line went . rrr 
6. Restless Gun WFIE-TV 
7. The Rifleman wrvw eee 
7. Tennessee Ernie Ford wFir-TVv ° . -28.6 
8. Peter Gunn WFIE-TV ...... 28.5 
ROANOKE 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 

1. Highway Patrol (Ziv) wposy-tTv Thu. 9 ....38.8 
2. Sheriff of Cochise (Famous Films) 

WEES-EV Pri. B28 2... ccccccccscccccoce 31.4 
3. Sea Hunt (Ziv) wsLs-Tv Thu. - 26.6 
4. Whirlybirds (CBS) wsis-tv Tue. 7 sccwe see 
5. U.S. Marshal (NTA) wsis-Tv Wed. 9 .....24.0 
6. Rescue 8 (Screen Gems) wsLs-Tv Wed. 9:30 21.7 
7. Death Valley Days (U.S. Borax) 

WDBJ-TV Mon. 7 ee eecvecccccesses .-21.6 
8. Sky King (Nabisco) wsis-Tv Tue. 6 ...... 17.2 
9. Woody Woodpecker (Kellogg) wWSLs-TV 

WAR. 6 vcccsosceccsrcossaescccesesccees 16.8 
10. Superman (Kellogg) wsis-Tv Thu. 6 ...... 16.5 
11. Huckleberry Hound (Kellogg) wsis-Tv Fri. 6 15.8 
12. Looney Tunes (Guild) wsts-Tv M-F 5 ....15.3 
13. Flight (CNP) wpps-tTv Wed. 7 .......... 14.2 
14. SA 7 (MCA) wsLs-Tv Sun. 7 ............ 13.7 
15. Mike Hammer (MCA) wsts-Tv Sun. 10:30 ..13.6 

TOP FEATURE FILMS 
1. Late Show wpps-Tv Sat. 11:15-12:45 a.m. .. 6.8 
1. Saturday Show wsis-Tv Sat. 8-9:30 a.m. .. 6.8 
2. Early Show wpsps-Tv Wed. 5-6:30 6.1 
3. Early Show wpss-Tv Thu. 5-6:15 ......... 5.8 
4. Early Show wpsy-tv Fri. 5-6:30 .......... 5.5 
TOP NETWORK SHOWS 

2. Wan Deeks WOR RE cowcccvccersccoves 53.6 
3. Gumemoke WDBS-TV 2... ccc cccccccccces 41.2 
3. Have Gun, Will Travel wpus-TV ......... 38.5 
4. Peter Gunn wsLs-Tv PrrrrrrirrrrrtT Tt 
5. Tales of Wells Fargo WSLS-TV ............ 35.8 
S. The Price Is Right WSLS-TV .......ccccee 35.8 
6. Perry Mason WDBI-TV .........22eeeeees 35.3 
7. Rawhide wpBJ-TV ceessecoececscotene 
8. I’ve Got a Secret* WDBJ-TV .......... . 33.6 
O. GR Ghent WOOP cc esectessvesvicss 32.2 
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. Danger Is My Business (CNP) 


HONOLULU 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 


. Huckleberry Hound (Kellogg) KuVH-TY 


Thee, 6330 ccccccccscccccecs 
Sea Hunt (Ziv) KomeB-tTyv Fri. 9 


. Superman (Kellogg) KHVH-TV Mon. 6:30 


Woody Woodpecker (Kellogg) KUVH-TV 
Tue. 6:30 ..ccccccccecces 


. Rescue 8 (Screen Gems) KHVH-TV Wed 8 
. Divorce Court (Guild) KoNa-TV Sat. 8:30 
. San Francisco Beat (CBS) KoMB-TV 


Wee. 8230 .nccscccscscccccs 


. Highway Patrol (Ziv) KHVH-TV Wed. 8:30 
. Whirlybirds (CBS) Kona-tTv Tue. 8:30 
10. 


Medic (CNP) KoNaA-TV Sun. 7:30 

Wild Bill Hickok (Kellogg) KuVH-TY 
Pri. 6:30 2. cccccccccccccceces 
KONA-TY 
Tee. F accccccsscccces 


2. State Trooper (MCA) Kuvu-TV Tue. 8 
. Flight (CNP) Kuvu-Tv Thu. 7:30 


3. Death Valley Days (U.S. Borax) KuVH-TV 
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. State Trooper* 


. Highway Patrol (Ziv) woai-tv Thu. 7 
. Woody Woodpecker (Kellogg) KONO-TY 


. The Rifleman KONO-TV 
. Gunsmoke KENS-TV ..... 
. Summer on Ice* Woai-Tv 


ere 
TOP FEATURE FILMS 


. Matson Movie KHVH-TV Mon. 9-10:45 
. Fabulous Features KuvVH-TVY Sun. 5:30-7 
. Hawaiian Theatre KHvH-TV Thu. 9-11 
. Big Movie Kuvu-Tv Fri. 10-12:30 a.m 
. Big Movie KuvVH-TV Sat. 


10-12:30 a.m 
Million Dollar Movie KONA-TV Mon. 9-10:45 


TOP NETWORK SHOWS 
Walt Disney Presents KHVH-TV 
Ozzie and Harriet KHVH-TV 
Wagon Train KONA-TV ........ 


. Leave It To Beaver KHVH-TV 


Have Gun, Will Travel KomMB-TYV 


. Red Skelton KGMB-TV 


Zorro KHVH-TV 


. Gunsmoke KGMB-TV ....... 


The Real McCoys KHVH-~-TV 
Bob Cummings KONA-TV ..... 


SAN ANTONIO 
3-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


. U.S. Marshal (NTA) KoNO-TV Tue. 9:30 


Death Valley Days (U.S. Borax) 
KENS-TV Sat. 9:30 
Mike Hammer (MCA) woat-tv Thu. 9 


. Sheriff of Cochise (Famous Films) 


KONO-TV Sun. 8:30 ° 
(MCA) KoNno-TV Fri. 9:30. 
Official Detective (Famous Films) 

KONO-Tv Sun. 9 


5. Huckleberry Hound (Kellogg) KONO-TV 


Tm, © ccscccccccessscs : 
U.S. Border Patrol (CBS) KONO-TV 
The. 0230 ccccceess 


Bem. © ncccccscecs 

Whirlybirds (CBS) woai-Tv Sat. 6 
Popeye (UAA) KENS-TV M-F 5 
Frontier (Victory Program Sales) 


KONO-TV Wed. 9:30 ..... 26 
. Roy Rogers* (Roy Rogers Synd., Inc.) 
KONO-TV Fri. 6 ........ 
. Championship Bowling adie) 
KONO-TV Sun. 4 2.22255. 0eeees 
TOP FEATURE FILMS 
Big Show* KBNS-TV Tue. 6:30-8 ...... 


Sunday Show KONO-TV Sun. 1-4 
20th Century Theatre KONO-TV 
Fri. 10:30-12:45 a.m. 

20th Century Theatre KONO-TV 
Sat. 10:30-12:15 a.m. 

20th Century Theatre KONO-TV 
Mon. 10:30-12:15 a.m. 


TOP NETWORK SHOWS 


Have Gun, Will Travel KENS-TV 
77 Sunset Strip KONO-TV 


. Wagon Train woal-Tv 


Alcoa Presents KONO-TV 
Wyatt Earp KONO-TV 


. Peter Gunn WOAI-TV 
. Zane Grey Theatre KENS-TV 
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RONZONI MACARONI CO. 
(Mogul, Lewin, Williams & Saylor, 
Inc., N. Y.) 

For fall, a distribution problem in Phila- 
delphia has resulted in that city being 
dropped from the “network” used by 
RONZONI. New York and New Haven 
will carry the syndicated Phil Silvers 
Show on wRCA-TV and WNHC-TV, 
respectively, with the macaroni producer 
sharing sponsorship from a September 
start. Joyce Peters is the timebuyer. 
S. A. TARRSON CO. 

(Allen Alpern & Associates, 
Chicago) 


‘. oa SPRINGFIELD — 
@ DECATUR 
@ CHAMPAIGN-URBANA 
“Where Mid America 
| Lives and Buys...” 
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METROPOLITAN MARKET 


NeW GRADE “A” 
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While this toymaker plans a fall spot 


ie 





Ron Scott, chief announcer and sales- 
service wor-tv Des 
Moines, has been promoted to promo- 
tion supervisor, it has 


manager of 


been an- 
nounced by general manager Robert 
Mulhall. In addition to his mana- 
gerial duties, Mr. Scott is co-host of 
the teen dance show Seventeen. 


campaign in some 35 markets, it was 
just decided to stay in tv on a year- 
round basis as several other manu- 
facturers are doing. Consequently, 
TARCO toys have set schedules in its 
home market of Chicago to run through 
September using the major kid shows 
there. Commercials are live, delivered by 
the show personalities. The 12-month 
idea could spread into other regular 
markets. Ty-radio director Gertrude 
Alpern is the contact. 


TERRY CANDY CO. 
(Weiss & Geller, Inc., N. Y.) 


This account was awarded to the agency 
at press time, and some exploratory 
work was under way for a do-it-yourself 
type of popsicle called FREEZAPOP. 
Inquiries were being made in Miami, 
Jacksonville and New Orleans, with the 
possibility of placing some test schedules 
there. The company has a wide line of 
confectionery products, so if its initial 
experiment with spot goes well, it could 
become a big kid-show user. Jack Geller 
is the buying contact. 


VICK CHEMICAL CO. 
(Morse International, N. Y.; Ogilvy, 
Benson & Mather, Inc., N. Y.) 





STORIES THAT 


SHOCK A NATION 
TAKEN FROM THE 
FRONT PAGES OF 
LEADING 
NEWSPAPERS! 


221 West 57th Street, N.Y. 
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STARRING 
PAUL STEWART 


DISTRIBUTED BY FLAMINGO TELEFILM SALES, INC. 





JUdson 6-7040 


Both Vick agencies have been lining 
up large numbers of markets across the 
country for the fall-winter drive on 
DOUBLE-BUFFERED cold tablets 

(at OB&M) and several new products— 
SINEX nasal spray and FORMULA 44 
cough syrup (at Morse). The placements 
of day and night minutes kick off in 
September. Media supervisor Ann 
Janowicz is the OB&M contact; at Morse, 
the contact is Ray McArdle. 


WELCH GRAPE JUICE CO. 
(Richard K. Manoff Associates, 
N. Y.) 

Activity was noted on WELCH GRAPE 
JUICE and WELCHADE, with some 
existing schedules extended for brief 
periods and top warm-weather markets 
continued through the fall. Both day 
and evening filmed minutes are used. 
Media director Bob Kibrick is the 


contact. 


WHITEHALL PHARMACAL CO. 
(Tatham-Laird, Inc., N. Y.) 

As noted in Tele-Scope July 13, this 
agency’s east-coast office has been greatly 
expanded to handle the recently won 
DRISTAN account and others. A new 

tv campaign was set to start early 

this month in about 40 top markets, 
with filmed minutes in fringe time 
continuing until the end of the year. 

Val Ritter is the timebuyer. 





Luxury Yardstick 


“Luxury is not determined by 
the presence or absence of tele- 
vision, but by the number of sets 
in the home,” says Harry Sharp, 
director of. the University of 
Michigan’s Detroit Area Study. 
Judging by the results of a re- 
cent DAS study, metropolitan 
Detroit is a luxury-loving place: 
one out of every four families 
now owns at least two tv sets, 
and one home in 20 has three or 
more. 

Multiple-set ownership is most 
common in families in the 30-to- 
59-year-old bracket with minor 
children. Almost 30 per cent of 
households with children have 
two or more receivers, compared 
to 19 per cent of adult homes. 

Color is still far from com- 
monplace in Detroit, however, 
as only one family in 50 is 
equipped with a tint receiver. 
Color is more likely to be found 
in multiple-set households, and 
of the 
homes with three or more sets 


almost seven per cent 


has one which can receive color. 
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News (Continued from page 25) 


The scenes selected from each moni- 
tor will then be transferred elec- 
tronically to the master tape. Unlike 
a live program, however, taped 
scenes can be re-rolled and played 
back for further study immediately. 

Special film chains will allow for 
the cutting-in of film sequences. The 
live cameras will be used for titles, 
superimposing of one scene on 
another and special effects. Audio 
tracks will be edited simultaneously 
with the picture. 

The investment for equipment and 
modifications to studios within the 
building — will 
amount, said Mr. Reeves, “to more 
than $1 million.” 

Reeves Sound Studios, Inc., the 
largest independent sound recording 


seven-story Reeves 


studio in the east, is also a manu- 
facturer of recording tape for both 
video and audio recorders and holds 
important patents in the Cinerama 
process through its various divisions. 


Tape Discouragement 


Stating that “tape is no threat to 
the competent producer of filmed 
commercials any more than Holly- 
wood was or animation was,” Robert 
L. Lawrence, president of the film 
production studios bearing his name, 
strongly advised agencies and spon- 
sors to hold off any major use of tape 
commercials “for at least another 
year.” Within that time, believes Mr. 
Lawrence, tape’s capacities and tech- 
nological development will have ad- 
vanced to such a point that it can 
be used en masse for commercial 
production. 

In a lengthy letter to 2,000 adver- 
tisers and agency executives, Mr. 
Lawrence pointed out his beliefs that 
(1) tape today cannot match film’s 
unlimited technological capacities in 
editing, animation, special effects, 
etc.; (2) tape today cannot match 
film’s unlimited creative capacities, 
since the top directors, cameramen, 
scenic designers and editors are 
working in the celluloid medium, and 
(3) tape today is most useful for 
commercials of the “live” variety 
“the simple, unsophisticated, ordi- 


nary, ‘stand-up’ type.” 





Don Kuyk has been appointed local 
sales manager of WKTV Utica, it has 
been announced by Gordon Gray, 
president and general manager of the 
channel 2 outlet. Mr. Kuyk, for the 
past two years, has been eastern sales 
manager of TELEVISION AGE. Before 
that he was with Socony Oil Co. as 
a sales executive. 


Before tape, the producer said, 
“live” commercials constituted less 
than 20 per cent of all announce- 
ments on the air. “If cool heads pre- 
vail,” he urged, “it is this ‘live’ seg- 
ment that tape should affect.” Any 
great use, such as the taping of 65 
per cent of all commercials pre- 
dicted by some for the coming season, 
“would mean the most abhorrent tor- 
rent of dull and insipid commercials 
ever unleashed.” 

Under attack by Mr. Lawrence 
were the three basic claims made by 
tape proponents: that tape is cheaper 
than film to use in commercial pro- 
duction, that tape has a more “live” 
appearance than film, and that tape 
is faster than film to produce. 

On the matter of economy, he said 
comparison of tape and film costs 
amounted to comparing pears with 
lemons. “When dollars are actually 
saved with tape, it is unfair to sug- 
gest that the result is comparable 
to an elaborate filmed commercial. 
Tape economies are effected in a 
series of simple commercials, only 
if they can be shot and completed in 
a few hours—and only by sur- 
rendering film’s absolute control over 
all production elements.” 

While agreeing that tape quality 
is more “live” in appearance, Mr. 
Lawrence noted that if “live” quality 
were the most important factor, film 
would not dominate tv in both pro- 


gramming and commercials. “The 
investment represented by tv adver- 
tising,” he said, “demands the per- 
fection of film.” 

Admitting also that a finished tape 
commercial can usually be produced 
much faster than a film commercial, 
Mr. Lawrence argued, “Who needs 
instant commercials, any more than 
we need instant print ads, instant 
creativity, instant art? Isn’t it ridicu- 
lous that months of painstaking plans 
and conceptions by sponsors, agencies 
and producers should be squeezed 
through a video-tape recorder in 60 
seconds flat?” 

The producer concluded by noting 
that the advent of tape itself was 
not a regrettable situation. “What 
we do regret,” he said, “is tape’s 
timing. Commercial production has 
reached a _ peak of streamlined 
activity. The industry is, at last, on 
its financial feet. True, we must take 
weeks and sometimes months to pro- 
duce 60 seconds of advertising. 
True, we spend from $3,000 to $25,- 
000 for a single commercial. But 
the result is the best possible com- 
mercial that you and we have learned 
to make in a decade of experience. 
Inasmuch as tape will upset this 
fairly promising stability, we wish it 
had never happened.” 


Hamm’s Still Up There 
The American Research Bureau’s 


June survey of the best-liked tele- 
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vision commercials found Hamm’s 
beer in the lead for the third con- 
secutive month. Ford nosed out 
Piel’s beer in the race for second 
place, thereby gaining 
honors for the first time this year, 
with Bert and Harry Piel dropping 
back a notch into third place. 

Dodge and Falstaff beer, in a tie 
for fourth position, pushed Alka- 
Seltzer out of that spot, which it had 
held for the past seven months. 


runner-up 


Three commercials were newcom- 
ers to the survey. Texaco came on in 
15th position, Coc va-Cola ranked 21st 
and Oasis 


made its debut in the 23rd spot. 


in its initial appearance, 


Two commercials which had not 
appeared on the list for some months 
were Playtex pants in the 23rd niche, 
tying with Oasis and Seven-Up, which 
toppled from 12th place, and Wrig- 
ley’s gum in ninth place, off the list 
since March of this year. 

A number of commercials took 
big jumps in popularity this month. 
Burgermeister beer advanced from 
18th to sixth place, Raid came up 
from 22nd to 15th, Johnson’s baby 


with the — 
‘BIG CHEESE’ in Wisconsin 


Not only 34 million people 


but 2 million cows. 


WEAU-TV 


EAU CLAIRE, WISCONSIN 
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Happy Birthday to <a 
WJAR-TV Providence reversed the usual procedure on the occasion 
of its 10th birthday. It gave a birthday party for the city of Providence 
—a lavish three-day celebration entirely free to the public. 
_ Opening with a block party attended by over 25,000 which featured 
leading recording artists, the 








celebration also included a free 
fair and circus which gave nine 
performances. An _ hour-long 
parade and a fireworks display 
climaxed the festivities. 
Highlights of the events were 
telecast by WJAR-TV for those 
who did not join the fun on the 
spot. 
Birthday 


ceived from viewers and digni- 


greetings were re 


taries throughout the state, in- 
cluding a special award which 
came at a very opportune time. 
Adm. Arleigh Burke, Chief of 


Naval Operations, presented the 





station with an award for “outstanding contributions in presenting to the 
American people the Navy seapower story with its importance to free- 
world survival.” 

Conceived not only as an anniversary party, but also to promote 
downtown Providence, the celebration received tremendous support and 
acceptance, and hopes are high that this will prove to be the beginning 
of an annual Providence fair. 
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powder climbe d from ‘22nd to 14th, 15. Raid—Foote, Cone & Belding 
15. Scotch Tape—BBDO 
15. 


and L&M cigarettes, ranked 22nd in 4 ee oe 


May, moved up into the 12th notch. 19. National Bohemian—Doner 
: 19. Stag—E. H. Weiss 


The monthly best-liked commer- — 9)' Chevrolet—Campbell-Ewald 
cials survey is based on ARB’s Tv 21. Coca-Cola—McCann-Erickson 
“a : ae ae 23. Oasis—McCann-Erickson 
National Report, with results tabu- 23. Playtex Pants—Reach, McClinton 
lated from diaries placed during the 23. Seven-Up—J. Walter Thompson 


week of June 1-7, in which each 
diarykeeper noted his favorite com- 
mercial for the survey week. As 
always, these listings do not attempt 
to measure audience size or effective- 
ness, but only indicate a preference 
for the commercial. 


Best-Liked Tv Commercials 


Based on ARB’s National Diary Sample 
June 1-7, 1959 

Rank Commercial and Agency 

1. Hamm—Campbell-Mithun 

2. Ford—J. Walter Thompson 

3. Piel—Young & Rubicam 

4. Dodge—Grant 

4. Falstaff—Dancer-Fitzgerald-Sample 

5. Burgermeister—BBDO 

Mr. Clean—Tatham-Laird 

. Post Cereals—Benton & Bowles 

9. Handy Andy—Kenyon & Eckhardt 

9. Wrigley’s Gum—Meyerhoft 

11. Alka-Seltzer—Geoffrey Wade 

12. L&EM—Dancer-Fitzg-rald-Sample 

12. Tip-Top—J. Walter Thompson 

14. Johnson’s Baby Powder—Young & 

Rubicam 


. Lestoil—Jackson Associates 
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ST. LOUIS’ TV SPORTS PARADE 




























ST.LOUIS HAWKS BASKETBALL $50,000 BOWL 0’ GOLD 


15 games featuring the former NBA SWEEPSTAKES 
World Champions 52 weeks of live bowling from the 
KPLR-TV bowling studi 


WRESTLING 
with JOE GARAGIOLA 


Direct from the Video City Studios 


CLEVELAND BROWNS 
PRO- rOOTaALL 


12 great Sunday aftern 












of KPLR-TV 
JAI ALAI 
SASESALL 
The world's fastest movir port 
ting St. Louis Cardinal St. Louis’ ACT/VE stat 


games 


ROLLER DERBY 


nutes available 


LOCAL VIDEOTAPE SrORtS 
High-school football, bz ’ 
other local spx 


YOUR PGW COLONEL HAS FULL DETAILS ON THESE AND OTHER CHOICE AVAILS 
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Memo to Marty Nierman: 


ARB and Nielsen have just completed new audience surveys 
of the Omaha market. ARB also has a new survey of Lincoln, 
Nebraska's second largest market. 

KMTV is the dominant Omaha station in all three books. 


OMAHA ARB May-June —In the four-week average, KMTV 
leads all other Omaha stations from sign-on to sign-off in 
share of sets-in-use. 

OMAHA NIELSEN June. —KMTV delivers more television 
homes in more quarter hours than any other Omaha station. 


LINCOLN ARB April —KMTV leads in twice as many quarter 
hours as the other Omaha stations combined. 


Specifics? Look at Jack Paar. Look at KMTV’s 10:00 p.m. 
News. In both Omaha and Lincoln ARBs, most people prefer 
Paar and news to the best movies competition can buy, (no 
matter how much they cost). In Omaha, Paar leads in 27 of 
30 quarter hours and his total rating points are more than 
the combined points of ail other programs in the same period. 
In Lincoln, Paar on KMTV leads in 28 of 30 quarter hours. 


KMTV’s 10:00 p.m. News is Omaha's highest-rated evening 
news and delivers an average rating double that of compet- 


ing moves: Lin p 





Take your choice of books. But call Marty Nierman, Execu- 
tive Vice-President, Edward Petry & Co., or any other Petry- 
man before you buy Omaha. 


OMAHA IS KMTV 
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Farmlands and natural resources building wealth for three midwestern states 


ee oe hugely to the nation’s agricul- 
tural and livestock resources for genera- 
tions, the three west north central states of 
Kansas, Missouri and Nebraska are rapidly in- 
creasing their stature as important industrial 
producers as well. 

The area is riding the crest of the midwestern 
prosperity wave, and the $3,725-million worth 
of farm crops and livestock which come from 
these states makes up only a relatively small part 
of the $13,425-million buying income which they 
boast. 

Television has played its part in this rapid 
change, and promises to play an even bigger part 


in the future as the area continues to prosper. 
The sight-and-sound medium has done much to 
attract new industries to the three states and much 
more to help them to prosper once they arrived. 
Its part in informing and entertaining the still 
predominantly rural population has been im- 
mense. With about 87 per cent of homes owning 
at least one television set, these states are served 
by 34 stations and five satellites. 

Kansas, Missouri and Nebraska among them 
produce something like 11 per cent of the nation’s 
farm products and livestock, with the percentage 
of the latter leading by a slight margin. With a 
total of 7,896,000 people, the three states account 
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for nearly five per cent of the nation’s 
retail sales. 

Kansas has 48 million acres in farm 
and pasture land. It produces about 
one-fifth of the nation’s supply of win- 
ter wheat and is a big producer of 
corn and cattle. Other farm products 
include alfalfa, potatoes, fruits, bar- 
ley, oats, dairy products and poultry. 

Meat packing is an important in- 
dustry. The state boasts 3,200 manu- 
facturing industries. Wichita is the 
nation’s third largest aircraft center in 
employment and ranks first in produc- 
tion of personal planes. The state 
ranks fifth in oil production and has 
large reserves of natural gas and 
helium. Other mineral products in- 
clude cement, stone, coal, zinc, salt, 
clay, sand and gravel and lead. 

The state has 120,167 farms, with 
crops valued last year at $834 million 
and livestock valued at $611 million. 
Buying income of Kansas is about $3,- 
625 million, and retail sales total $2,- 
430 million. 

The state was organized as a terri- 
tory May 30, 1854, and was admitted 
to the Union Jan. 29, 1861. Popula- 
tion in 1860 was 107,206 and by 1900 
had grown to 1,470,495. In 1920 it 
had reached 1,769,257 and by 1950 
1,905,299. It is now estimated at 2,- 
153,600, with 676,000 households. 


Many Natural Resources 


Missouri has rolling prairie and 
rugged highlands and produces corn, 
hay, soybeans, cotton, wheat and oats. 
It is an important producer of cattle, 
hogs and pigs and sheep. Minerals in- 
clude lead, cement, coal, grindstones, 
limestone, marble, iron, copper, 
barite, cobalt, bismuth, manganese 
and tungsten. 

Most important industries are in 
transportation equipment, the state 
claiming second position in produc- 
tion of automobiles. Food packing is 
important, as are the manufacture of 
machinery, chemicals, metal products, 
leather goods, apparel and stone and 
glass products. 


The Missouri Division of Resources 
and Development reports that 352 
new industries have been added to 
the state in the past year. New manu- 
facturing plants numbered 106, while 
179 of the present plants were ex- 
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panded. The remaining 67 plants were 
non-manufacturing in nature. This 
new industry is investing $334.2 mil- 
lion and will employ 12,970 persons. 
Wages will total $51.9 million an- 
nually. 

Missouri has 201,614 farms, and its 
farm products are valued at $339 mil- 
lion annually. Livestock production 
was estimated at $622 million last 
year. Buying income totals $7,387 
million, and retail sales $5,073 mil- 
lion. 

Missouri was organized as a terri- 
tory in 1805 and admitted to the 
Union Aug. 10, 1821. In 1810 the 
population was 19,783 and by 1850 
had grown to 682,044. In 1860 it had 
nearly doubled, with 1,182,012, and 
by 1900 had reached 3,106,665. In 
1920 there were 3,404,055 people in 
the state and in 1950 3,954,653. Last 
year Missouri’s population was esti- 
mated at 4,310,500, with 1,340,500 
households. 

Nebraska, a great wheat, corn, for- 
age and livestock state, has 21 million 
acres of land under cultivation. The 
state is said to have the largest under- 
ground water supply of any state and 
irrigates two million acres. It ranks 
third in wheat production, third in 
rye and third in cattle production. 

It is an important meat packing and 
processing center of many other food 
products. Other important industries 
are centered in several parts of the 
state, with many in Omaha, its prin- 
cipal city. 

Nebraska has 100,848 farms, with 
crops valued at $529 million and live- 
stock at $775 million. Effective buying 
income totals $2,420 million, and re- 
tail sales $1,823 million. 

The state was organized as a ter- 
ritory May 30, 1854, and became a 
state March 1, 1867. In 1860 the 
population had reached 28,841 and by 
1880 had grown to 452,402. In 1900 
it was 1,066,300 and 1920 1,296,372. 
In 1950 the total had reached 1,325,- 
510, and last year it was estimated at 
1,433,400, with 437,400 households. 

The three states all have fine tele- 
vision stations with good coverage 
patterns. Kansas has nine stations and 
one satellite. Missouri has 17 stations. 
Nebraska has seven stations and four 
satellites. 


Following, alphabetically by state 
and city, are the television markets 
which make up these three midwestern 
states. Facts about each market are in- 
cluded to help buyers to determine its 
place in the national economy. 

Dodge City, with its colorful place 
in the history of the old west, has 
grown into a thriving modern city, 
trading center for a rich farming area. 
It claims the world’s largest market for 
feeder cattle. Located in Ford County, 
the city has an estimated population 
of 12,500, while the county has 19,- 
700. Effective buying income for the 
county is about $37 million. The city 
ranks third in Kansas in percentage of 
households with incomes of $7,000 or 
over. 

Television station for the area is 
KTvc, channel 6, located at 705% 
Second St. The transmitter is in En- 
sign, Kan. 

KTVC went on the air Aug. 1, 1957, 
and has authorized power of 28.2 kw 
visual. Through a private relay and 
special agreement with KAKE-TV 
Wichita and ABC-TV the outlet is able 
to carry network and film programs 
from that station. At first equipped 
only for live audio, sound-on-film and 
slides, the station now owns its own 
camera and carries some live pro- 
grams. KTVC is represented nationally 
in conjunction with KAKE-TV by Katz. 


Cost of Tv Low 


Wendell Elliott, vice president and 
general manager, says: “I believe tele- 
vision has a future in southwest Kan- 
sas. It will be necessary, however, 
to continue to adjust the medium to 
the area. . . . With per-capita income 
high and with a high percentage of 
high-school and college graduates in 
the area, we believe we are being 
watched by the finest people in the 
world, who have money to spend for 
advertisers’ products. We have been 
careful to hold our cost-per-thousand 
viewers in line. An advertiser may use 
our station for one of the lowest cost- 
per-thousand homes and reach, not 
the largest number but certainly, some 
of the highest average incomes of the 
country.” 

Goodland is the center of a tri-state 
trading area which takes in a portion 
of Nebraska and Colorado as well as 
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Kansas. Population of this area is esti- 
mated at 16,000. A new oil field is 
being developed in Sherman County, 
and 10 wells are already pumping, 
with another 17 in the process of be- 
ing spudded in. 

Television station serving the area 
is KBLR-TV, channel 10, located in the 
KBLR Building. The station is owned 
by James Blair. It went on the air 
April 26, 1959, and carries CBS-TV 
programs. Power is authorized at 316 
kw. President and general manager is 
Leslie Whittmore, with E. R. Jones 
station manager and Vic Nilsen 
sales manager. Gill-Perna is national 
representative. 

While the station is just establish- 
ing itself, people in the area are look- 
ing forward to a brilliant future for 
television on the high plains. “This 
will be a tailor-made television mar- 
ket,” says Bob McEvoy, program man- 
ager of the station. Pointing out that 
the audiences of the tri-state area have 
very few projects for their spare time, 
manager Jones sees the outlet supply- 
ing educational and recreational pro- 


ONE GOOD BUY 
COVERS THE RICH 


HEART OF KANSAS+ 


COLOR 





THE TRI-CIRCLE 


NETWORK 


GREAT BEND, KANSAS 


Delivers over 1,000,000 
eager viewers with 


$1,254,000,000 

to spend in the heart of 

Kansas + 21 counties in 
NEBRASKA 
COLORADO 
OKLAHOMA 


REPRESENTED BY 


THE BOLLING COMPANY 
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grams for an area which should even- 
tually include “approximately 50,000 
sets.” 

Great Bend, near the center of the 
state, is located in Barton County, 
which has an estimated population of 
35,000, and buying income of $67 
million. The city of Great Bend has a 
population of more than 17,000. A 
trading center for a rich farm area, 
Great Bend has shown considerable 
industrial development during the 
past few years. Barton County has the 
second highest per-capita retail sales 
in the state. 


Station with Satellites 

Television station serving the area 
is KCKT, channel 2, which has a satel- 
lite station in Garden City, KGLD-TV, 
channel 11, and another, Komc, chan- 
nel 8, in McCook, Neb. 

Located on U. S. Highway 281, four 
miles north of Great Bend, KCKT is 
owned by Central Kansas Television 
Co., of which E. C. Wedell is president 
(26.65% ) ; C. L. Roberts, vice presi- 
dent (4.96%); Roy Zimmer, secre- 
tary (2.09%), and more than 100 
others are stockholders. E. L. Kuhl- 
man is general manager and sales 
manager. The station telecasts with 
authorized power of 100 kw from a 
1,006-foot antenna. 

KCKT went on the air Nov. 28, 1954, 
and is an NBC-TV affiliate. 

Satellite KGLD-TV is located on U. S. 
Highway 83, 12.6 miles south of Gar- 
den City, and has the same ownership 
as its parent station. It went on the air 
Nov. 5, 1958 and operates on 45.7 kw 
power. OQ. D. Carmichael is resident 
manager. 

Satellite KoMc is located on U. S. 
Highway 36, nine miles west of Ober- 
lin, Kan., and will telecast, when it 
goes on the air Sept. 30, with author- 
ized power of 95.9 kw. It has the 
same ownership as KCKT. 

The stations will be sold only in 
combination and offer a widespread 
rural coverage not duplicated by any 
other outlet. They are represented 
nationally by the Bolling Co. 

Hays, in Ellis County, is another 
marketing and trading center. Popula- 
tion of the county is 20,800, with buy- 
ing income of $31 million. The area, 
besides being the mid-point of a large 


agricultural area, is the center of Kan- 
sas oil production. 

Television station in Hays is KAys- 
TV, channel 7, located at 2300 Hall 
St. It went on the air Sept. 2, 1958. 
The station is owned by Robert E. 
Schmidt, treasurer and general man- 
ager (491/3%) and Ross Beach, 
president (50 2/3% ). Gene Canfeld is 
station and sales manager. The station 
feeds ABC-TV programs through a 
special arrangement with KAKE-TV 
Wichita. KAYS-TV, KAKE-TV, and KTVC 
Dodge City-Ensign form the Golden K 
Network which serves “seven-tenths of 
all the people of prospering Kansas,” 
a station executive says. The Katz 
Agency represents the station in its 
sales with KAKE-TV and the Holman 
Co. in other sales. 





Kansas Agencies 


Clay Center 
Loren E. Law Agency, 907 Sixth St. 


Hutchinson 
Watson Assoc., 701 Walcott Bldg. 


Kansas City 


Galvin-Farris-Allvine, Security Nel. 
Bank Bldg. 

Merritt Owens Adv., 365 New Brother- 
hood Bldg. 


Overland Park 


H. L. Morrison & Assoc., 8013 W. 
85th. 


Topeka 

Emerson Adv., Columbian Bldg. 

Harvey Adv., National Reserve Bldg. 

Lane Adv., 415 Topeka. 

Patterson-Wright Adv., 216 West 
Sixth. 

Harry Turner & Assoc. Adv., 1801 
Gage. 

Wichita 

Associated Adv., 201 Columbian Bldg. 

Harry E. Crow, 320 South Topeka. 

Jones & Hanger, Union National Bank 
Bldg. 

Lago & Whitehead, 514 South Topeka. 

McCormick-Armstrong Adv., 1501 E. 
Douglas. 

Mobile Ads, 223 South St. Francis. 

Standard Adv., Union Ntl. Bldg. 

Jack Todd Adv., 150 Cleveland. 
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“Basing an estimate of what lies 
ahead for northwest Kansas on a con- 
servative look at the present facts sup- 
ports great confidence in potential and 
growth,” says Mr. Schmidt. “Irriga- 
tion has come to the area with the 
grant of several irrigation districts 
within the past two years. Enormous 
projects offer for the first time true 
crop diversification for an already 
prosperous agrarian economy. The 
bumper wheat crop of 1958 resulted 
in a 242-percent increase in area net 
farm income, the largest in the United 
States. In addition KAYS-TV, coverage 
includes four of the top five oil pro- 
ducing counties in Kansas, and new 
explorations in this area point to un- 
tapped reserves sustaining this record 
for the foreseeable future. All this has, 
in turn, produced capital investments 
in local industrial expansion, such as 
the Southwestern Bell Telephone Co. 
and Central Kansas Power Co. pro- 
grams. I think you might say we feel 
good about things ahead for KAYS-TV 
and the area which it serves.” 

Pittsburg, Kan., like its namesake 
(with an “h”) in Pennsylvania, has 
for many years been the mining, smel- 
ter and railroad center of the area. 
Like Joplin in Missouri (see below), 
Pittsburg has many industries. The 
McNally Pittsburg Mfg. Co. is the 
largest manufacturer of coal-process- 
ing equipment in the world. The 
Dicky Clay Co. is national in scope. 
Mid-States Mfg. Co. makes the Helio 
airplane. A year ago the Federal 
Census Bureau moved its Age Search 
branch to Pittsburg. 

Pittsburg is located in Crawford 
County, which has a population of 41.- 
000, and buying income of $58 mil- 
lion. 

Television station in Pittsburg is 
KOAM-TV, channel 7. It is owned by 
Mid-Continent Telecasting, which is 
owned by Pittsburg Broadcasting Co. 
(66.53%) and Joplin Globe Publish- 
ing Co. (33.23%). 

KOAM-TV went on the air Dec. 13, 
1953, and is an NBC-TV affiliate with 
some ABC-TV programs. Power is au- 
thorized at 214 kw. It is represented 
nationally by the Katz Agency. Lester 
E. Cox is president, R. E. Wade vice 
president, general manager and com- 
mercial manager. 


KANSAS MARKET DATA BY COUNTIES 


Counties 
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Anderson . 
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Barber .. 
Barton 
Bourbon 
Brown 
Butler 
Chase 
Chautauqua 
Cherokee ... 23.0 
Cheyenne . 4.6 
Clark .... 3.5 
Clay ... 10.9 
Cloud . 14.9 
Coffey 8.8 
Comanche 3.1 
Cowley .. 38.4 
Crawford . 40.9 
Decatur 6.0 
Dickinson . 22.4 
Doniphan . 11.0 
Douglas 35.8 
Edwards 5.6 
. —= 5.5 
Ellis ...... 20.8 
Ellsworth .- i 8.6 
ee 14.7 
SI, ~ sichecertiieliaaattihe 19.7 
Franklin 20.4 
Geary ; 22.0 
a a 4.2 
Graham 5.5 
Grant .... 4.8 
Gray ... 4.5 
Greeley ... 2.0 
Greenwoo 11.8 
Hamilton . 2.9 
Harper .. 9.9 
Harvey .. 25.8 
Haskel 2.7 
Hodgeman 3.2 
Jackson 10.3 
Jefferson . 11.3 
Jewell ..... 8.0 
Johnson ... 132.2 
Kearny 2.9 
Kingman 10.7 
Kiowa .... 4.7 
Labette 28.5 
_ aan 3.1 
Leavenworth 41.1 
Lincoln ...... és 6.2 
SET eedalicinhntnsennapion’ 8.7 
|e Se 3.9 
BNE: | cxicecs 24.9 
MePherson 23.5 
Marion ..... f 15.7 
Marshall ... 16.7 
Meade ..... 5.3 
Miami 20.4 
Mitchell 8.9 
48.3 
7.8 
3.2 
13.4 
20.2 
5.6 
8.7 
13.3 
7.6 
6.9 
otelainnie —- sa 
Phillips ........ . 10.0 
Pottawatomie - 1232 
ee - 882A 
Rawlins 5.1 
er 60.7 
Republic .............. 10.2 
_ 14.5 
Riley 33.1 
Rooks 9.9 
Rush 6.5 
Russell 12.6 
Saline 47.2 
Seott -.. 5.0 
Sedgwick - 332.8 
Seward ... 13.6 
Shawnee .............. 132.4 
Sheridan .............- 4.3 
Sherman . = 5.9 
Smith ...... an 8.0 
Stafford : 8.0 
Stanton 2.0 
Stevens 4.4 
ee 27.2 
TIED gendotncinnnininn 70 
Trego ....... 5.4 
Wabaunsee 6.8 
Wallace ...... 2.3 
Washington 11.6 
Wichita 2.6 
Wilson -... 14.1 
Woodson .... % 5.8 
Wyandotte .......... - 196.7 








Dollars 

($000) 
22,242 
13,439 


301,976 
6,172 
13,561 
9,473 
38,866 
6,625 
64,256 
9,796 
11,284 
5,955 
40,127 
38,452 
21,134 
25,111 
11,884 
26,809 
12,273 
74,625 
11,974 
8,091 
18,896 
27,750 
9,526 
11,193 
18,882 
11,113 
8,797 
17,210 
15,918 
17,309 
22,213 
8,092 
103,378 
15,540 
25,354 
52,592 
15,119 
11,383 
23,182 
83,148 
8,763 
609,198 
27,425 


244,450 


327,219 


tive Buying | 
Net 


1,535 
2,528 
1,410 
1,374 
1,701 
1,287 
1,420 
1,462 
1,275 
1,497 
1,592 
1,442 
1,791 
1,587 
1,703 
1,524 
1,749 
1,589 
1,527 
1,751 
1,840 
1,762 
1,753 
1,831 


2,038 


5,338 


Per 
Family 


6,485 
5,636 
4,215 
6,071 
4,605 
6,786 
3,839 
4,099 
5,129 


Total 
Retail 

Sales 
($000) 
18,649 
7,797 
18,691 
12,196 
37,809 
16,693 
14,524 


170,705 


Food 
($000) 
4,484 
2,023 
4,804 
3,315 
8,435 


1,532 


1,636 
6,738 


3,367 


65 
173 
1,108 
1,247 


16,761 


Auto- 
motive 
($000) 

3,871 

2011 

3,705 

2,749 

7,862 

3,323 

2,840 
10,350 

515 
1,701 
2,911 
1,949 
1,067 
3,365 





1,329 
1,309 
3,233 
1,064 
12,494 


Drugs 
($000) 
501 
227 
813 
596 
1,409 
473 


203 
529 
156 
7,497 


The figures in the above table are reprinted with permission of Sales Management Magazine, the 
copyright owners, from the May 1959 Survey of Buying Power; further reproduction not licensed. 
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‘lopeka, the state capital, has a back- 
ground rich in history and a future 
rich in promise. The center of a metro- 
politan area estimated to include 132,- 
000 persons, buying income is esti- 
mated at $245 million. 


General headquarters of the Atchi- 
son, Topeka & Santa Fe Railway Sys- 
tem, the city is the home of Capper 
Publications, Forbes Air Force Base, 
a Strategic Air Command base, the 
832nd Air Force Specialized Depot 
and the Menninger Foundation, as 
well as being located near the geo- 
graphic center of the great American 
wheat belt. Balancing its economy be- 
tween industry and agriculture, To- 
peka has enjoyed a constantly increas- 
ing importance. 


Television station in Topeka is 
WIBW-TV, channel 13, which carries 
programs from all three networks. The 
station went on the air Nov. 15, 1953, 
under the ownership of Capper Pub- 
lications. On Feb. 1, 1957, it was sold 
along with the other Capper properties 
to Oscar Stauffer of Stauffer Publica- 
tions, publishers of 15 daily news- 
papers and owners of three radio sta- 
tions in Kansas, Missouri, Oklahoma 
and Nebraska. The station telecasts 
with 316 kw power from an antenna 
949 feet above ground, and is repre- 
sented nationally by Avery-Knodel. 


Besides Mr. Stauffer, president, ex- 
ecutives include Thad M. Sandstrom, 
Robert Kearns, 
sales manager, and Ray C. Senate, 
national sales coordinator. 


general manager; 


WIBW-TV has been especially active 
with live telecasts since the new own- 
ership took over. It has concentrated 
on community promotion. One recent 
success was that which encouraged 
the people of north central and north- 
eastern Kansas to “spend the Fourth 
in Topeka” emphasizing a planned 
fireworks display and the city’s recrea- 
tional facilities. The resulting rush to 
the city caused traffic jams on prin- 
cipal highways. An estimated 36,000 


See back cover of the — 4 
ket Study for details on how | 
you can cover 70% of the | 
State of Kansas with a single 
tv buy. | 
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Kansas State Capitol building in Topeka 





watched the fireworks display. 

Pointing out the speed with which 
Kansas and the Topeka area are grow- 
ing, Mr. Sandstrom cites the new 
cellophane plant which has been built 
by du Pont and the new launching 
sites being built for ICBM missiles, as 
well as the expansion of many of the 
existing plants and facilities. Topeka 
is growing as a wholesale center, too. 
The Fleming Company has built a new 
253,000-square-foot warehouse. The 
lake being created by the Tuttle Crook 
Dam, 50 miles northwest of Topeka, 
and plans for the Grasslands National 
Park in the same area promise to 
bring many vacationers to the city. 

“Population, not only of Topeka 
but throughout our viewing area, is 
growing by leaps and bounds,” Mr. 
Sandstrom says. “Topeka’s popula- 
tion now is over 128,000, having 
doubled since World War II, and 
some people think the city may be 
200,000 or more within 10 years. We 
are gearing ourselves to serve these 
new families and larger audiences. 
Increased recognition of Topeka and 
the area served by WIBW-TV as one 
that can be covered adequately only 
by wiBw-Tv has caused a big increase 
in our business, both local and 
national this year, and we anticipate 
a record year in 1960.” 

Wichita is the largest city in the 
state, an important center of the air- 
plane industry, and also an important 
flour-milling, meat-packing, oil-pro- 
ducing and refining center. One of 
the most historic of the early cow 
towns, Wichita has grown until its 


metropolitan area includes 333,000 
people who have an effective buying 
income estimated at $609 million. 

The old Municipal Airport has be- 
come McConnell Air Force Base. The 
Beech, Boeing and Cessna plants are 
all located here. 

Wichita is served by three television 
stations: KAKE-TV, channel 10; KARD- 
TV, channel 3, and KTVH, channel 12, 
in Hutchinson. 

KAKE-TV, 1500 North West St., is 
owned by KAKE-TV, Inc., of which 
Mark H. Adams is president 
(6.38%); Theodore Gore, executive 
vice president (9.44%); Harold 
Newby, vice president and chief engi- 
neer (2.04%); Tom Palmer, vice 
president (19.88%); Martin Uman- 
sky, vice president and general man- 
ager (2.55%); H. E. Zoller, vice 
president (8.67%); Owen McEwen 
treasurer (7.65%), and a number of 
other stockholders. 

KAKE-TV went on the air Oct. 19, 
1954, and telecasts with 316 kw power 
from an antenna 1,079 feet above 
ground. It is an ABC-TV affiliate and 
is represented nationally by the Katz 
Agency. KAKE-TV feeds programs to 
the separately owned Ktvc Dodge 
City-Ensign and Kays-tv Hays. The 
three stations are known as the Golden 
K network. Donivan Waldron is na- 
tional sales manager, and Bryce Bene- 
dict local sales manager. 

Mr. Umansky says: “Wichita is the 
major city in the state and should be 
the center of all cultural, entertain- 
ment and shopping activity. Until tele- 
vision came into the picture it had 
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® Only TV Station Covering This Wealthy Area 
® Only TV Station In Topeka 
® Strongest Signal In Topeka-Served Market 


Only Good Signal For Over 100,000 TV Homes— 
Serving The Sunflower Empire With CBS, NBC, ABC 


WIBW-TV Land Is Your 
Land Of Opportunity 
A 1% Billion-Dollar Empire 


Everywhere WIBW-TV Goes It Sells 
e WIBW-TV covers 34% of the entire Kansas population.* 
e WIBW-TV delivers 34% of the Kansas net dollars.* 
e WIBW-TV delivers 31% of Kansas total retail sales.* 


* Sales Management—May 1959 


What These Percentages Mean to You 
Workers in the Topeka Area have the 10th Highest Average 
Worker Income in the whole country, according to a recent 
survey by U. S. News and World Report. And wealthy 
Topeka and WIBW-TV’s rich north central and eastern 
Kansas area have the highest effective buying income per 
capita in all Kansas. 


Widely diversified industries produce a yearly volume in the 
vicinity of $165,000,000.00. 


And the Topeka Area is loaded with livestock—2,194,000 
head at last count by the Kansas State Board of Agriculture. 


These are the rich assets of this 114 Billion-Dollar Empire 
served by WIBW-TV. With WIBW-TV you reach it at the 
lowest per thousand rate possible! 
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difficulty fullfilling it’s destiny because 
the two Wichita papers have very little 
out-of-county circulation. The area 
around Wichita is growing tremen- 
dously. Communication with this area 
is being maintained through Wichita 
television. KAKE-TV with it’s two asso- 
ciate stations in southwest and north- 
west Kansas can reach 70% of all tv 
homes in Kansas . . . an area formerly 
reached only through buying 32 radio 
stations, 36 daily papers and 171 
weekly papers. Now a single buy 
through the most effective means of 
communication known, can reach all 
these people.” 

KARD-TV, 833 North Main St., went 
on the air Sept. 1, 1955. It is an NBC- 
TV affiliate and telecasts with 100 kw 
power from an antenna 1,077 feet 
above ground. The station is owned 
by Wichita Television Corp. with 
George M. Brown president, William 
J. Moyer executive vice president and 
general manager, and Don Sbarra 
vice president and commercial man- 
ager. It is represented nationally by 


Edward Petry & Co. 


Hutchinson, located northwest of 
Wichita, has a population estimated at 
37,000, with some 43,000 in the great- 
er Hutchinson area and 60,000 in 
Reno County. 

KTVH-TV is located at 1800 North 
Plum. It is the CBS-TV affiliate for the 
Hutchinson-Wichita area. The station 
is owned by the Wichita-Hutchinson 
Co., of which the Minneapolis Star and 
Tribune Co. owns 80 per cent. Joyce 
A. Swan is president, M. Dale Larsen 
assistant general manager, Eugene F. 
Gray sales manager. R. V. Fairbanks 
national sales manager, and Louis 
Sciortino local sales manager. The 
station began telecasting July 1, 1953, 
and telecasts with 316 kw _ power. 
The station is represented nationally 
by Blair Television Associates. It was 
the first tv station in the state of Kan- 
sas and claims many other firsts. 

“The future of the Kansas, Mis- 
souri, and Nebraska market, with 
special reference to the central Kansas 
area would appear to be as promising 
as the space age itself,” says Mr. Lar- 
sen. “Within the confines of this cen- 





POWER SELLING 


* More people view 
KTVH than any other 
Kansas TV (Nielsen, 
June, 1958). 
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tral Kansas area, much of today’s 
modern air transportation is built and 
a large part of tomorrow’s space ma- 
teriel is being planned. While it is true 
that the area’s economy is, to a great 
extent, relative to the expansion of 
air travel, it also draws its wealth from 
oil deposits and from the diversified 
industries allied with the production 
of oil and its derivatives; with agri- 
culture, which has boomed to an all- 
time high; with the production of beef 
cattle; and with the multitude of in- 
dustries, businesses, shops and occupa- 
tions allied with these fields. Tele- 
vision cannot help but expand rapidly 
with the challenges and demands 
placed upon it by such a growing 
economy. The future of tv in the area 
lies in the ability of management to 
think in terms of today’s air travel and 
tomorrow’s space voyages. If ever an 
area presented a golden opportunity 
for tv growth, this is, indeed, that 
area.” 

Cape Girardeau, Mo., is located in 
Cape Girardeau County, with a popu- 
lation of some 38,000, and an effective 
buying income of $57 million. Located 
as it is on the Illinois line within a 
short distance of Kentucky, the city 
is a trading center for the tri-state 


|} area. 


Television station for the area is 
KFvs-TV, channel 12. Located at 324 
Broadway, the station went on the air 
Oct. 3, 1954, and telecasts with 316 
kw power. It is owned by Oscar C. 
Hirsch, president and general man- 


ager (98.66%). Robert O. Hirsch is 


manager of tv operations. The station 


is a CBS-TV affiliate and is repre- 


| sented nationally by Headley-Reed Tv. 


“xFvs Television is forging ahead 


| with plans to erect a gigantic new 





tower destined to be the tallest struc- 
ture ever erected on the face of the 
earth,” says a station executive. “The 
giant tower will greatly expand KFVS- 
TV's coverage over Illinois, Kentucky, 
Tennessee, Arkansas and Missouri. 
Standing a short distance north of 
Cape Girardeau the new tower will 
rise from the top of an 810-foot hill 
to 2,483 feet above sea-level and 2,000 
feet above the average terrain. It will 
rise 1,673 feet from the ground—an 
engineering masterpiece dedicated to 
KFVS-TV’s faith in the expanding pros- 
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perity of the rich area it serves. The 
massive tower is scheduled for com- 
pletion sometime during the winter of 
1959-60 and will serve to strengthen 
KFVS-TV’S already dominant position.” 


Columbia is a college and distribu- 
tion center located in Boone County. 
The seat of the University of Missouri, 
the city has a population of 46,000, 
with the county total reaching 52,000. 
The effective buying income is esti- 
mated at in excess of $88 million for 
the county. 


Just 30 miles away is Jefferson 
City, the state capital, with 32,500 
people, and 41,500 in the county— 
Cole. Effective buying income for the 
county is $64 million. There the econ- 
omy is largely based on the state pay- 
roll. 


Two-City Market 


The two cities are the largest in 
central Missouri and together make up 
an important television market. Sta- 
tions in the market are KOMU-TV, 
channel 8, Highway 63, Columbia, 
and KRCG-TV, channel 13, Callaway 
Hills Farm, Jefferson City. 


KOMU-TV is owned by the University 
of Missouri and went on the air Dec. 
21, 1953. The station is a primary 
affiliate of NBC-TV and also carries 
ABC-TV programs. It telecasts with 
251 kw power. Dr. Edward C. Lam- 
bert is assistant to the university presi- 
dent in charge of television develop- 
ment and operation since beginning 
operations. Present station manager is 
Glenn G. Griswold. John O. Conwell 
is commercial manager. The station is 
represented nationally by H-R Tele- 
vision. 

“The mid-Missouri area served by 
KOMU-TV encompasses 27 important 
counties,” says Mr. Griswold. “In this 
area are located nine important trad- 
ing centers and more than 210 smaller 
cities and towns. Included in the cov- 
erage area of KOMU-TV is Jefferson 
City, the capital of the state of Mis- 
souri, and, of course, Columbia, the 
home of the university. 

“Government housing experts pre- 
dict a tremendous growth for the city 
of Columbia . . . stimulated by the fact 
that this area lies midway between St. 
Louis and Kansas City—far enough 


Missouri Advertising Agencies 


Clayton 

Biddle Co., Siteman Bldg. 

Al Maescher Adv., 25 S. Bemiston. 

George C. Nagel & Assoc., 164 N. 
Meramec. 

Marjorie Wilten Adv., 7603 Forsyth. 

Columbia 

Brown Adv., 800 Broadway. 

Neds-Wardlow Adv., Miller Bldg. 

Excelsior Springs 

Clyde H. Smith Adv., Box 734. 

Jefferson City 

Jackson, Haerr, Peterson & Hall Adv., 
320 Adams St. 

Kansas City 

Advertising Service & Prod., 950 
Home Savings Bldg. 

Allmayer, Fox & Reshkin Agency, 612 
West 47th St. 

Arlcee Adv., 2825 Main St. 

Avery-Reel-Holloway & McDonald, 
912 Baltimore Ave. 

Beaumont & Hohman, 2201 Grand 
Ave. 

Biddle Co., 4165 Broadway. 

Bozell & Jacobs, 1016 Baltimore Ave. 

Bruce B. Brewer & Co., 900 Walnut 
St. 

Campbell-Ewald Co., 4010 Washing- 
ton. 

Carter Adv., 912 Baltimore. 

Pete Cooper Adv., 10th & Main Bldg. 

L. S. Covington Adv., 1003 West 43rd 
St. 

D’Arcy Adv., 100 East 20th St. 

Dietz & Asso., 3203 Summit. 

Fardon, Miller & Fardon, 101 West 
11th St. 

Fennell, Quinn & Gibson, Merchan- 
dise Mart. 

Martin Fromm & Assoc., 6314 Brook- 
side Plaza. 

Galvin-Farris-Allvine, 2201 Grand. 

Edyth Ginsberg Adv., Railway Ex- 
change Bldg. 

Stanley Grant, Ridge Bldg. 

Halstead Assoc., 720 Delaware. 

Henderson Adv., 3527 Broadway. 

V. Everett Herndon Adv., 1012 Balti- 
more. 

Wm. J. Honan Adv., 115 E. Armour. 

Walter L. Johnson Assoc., Dwight 
Bldg. 

Jones-Hanger, Postal Life Bldg. 

Kalikow Adv., 210 West Eighth St. 

Kaufman and Lake, 210 West 8th St. 

Richard Lane & Co., 4534 Wornall Rd. 


Joseph Lapides & Assoc., 916 Walnut 
St. Bldg. 

Carl Lawson Adv., 4722 Broadway. 

Litman-Stevens, 2301 Grand Ave. 

Dave Lorenz Adv., 612 47th. 

Bert H. Lundmark, 20 West 9th. 

Margolin-Shear & Gershon, 5012 
Main St. 

Jay Mark & Assoc., Ridge Bldg. 

Jim McQueeny & Assoc., 3256 Broad- 
way. 

Mercury Adv., 110 West 18th St. 

National Adv., 1402 Main St. 

N. E. Paton Jr. Assoc., 500 Wirth- 
man Bldg. 

Pollard & Hamer, 3203 Summit. 

Potts-Woodbury, 2233 Grand Ave. 

Promotional Service Assoc., 4340 
Roanoke. 

Public Relations Alhance, VFW Bldg. 

Real Estate Adv. Assoc., 2200 West 
75th St. 

James Reese Adv., 15 West 10th St. 

Frank L. Robinson Adv., 406 West 
34th St. 

Roby-Krohne Adv., 1715 Baltimore 
Ave. 

Rogers & Smith Adv., 410 Home Sav- 
ings Bldg. 

O. H. Roskam Adv., 1430 Grand. 

Hal Sandy Inc., 5006 State Line Rd. 

Selders-Jones-Covington Adv., 3252 
Broadway. 

Allen C. Smith Adv., 20 West Ninth 
St. 

Spangler Adv., 2832 McGee. 

Standart & O’Hern Adv., 307 West 
14th St. 

Staples & Assoc., 1207 Grand Ave. 

J. Walter Thompson, 424 Nichols Rd. 

R. S. Townsend Inc., 406 West 34th 
St. 

Trainor-Christensen & Barclay, 3142 
Broadway. 

Roch Ulmer Prod., 4048 Main. 

Valentine-Radford Adv., 1016 Central. 

I. B. Wasson Adv., Manufacturers 
Exchange Bldg. 

Frank E. Whalen Adv., Land Bank 
Bldg. 


Ladue 

Frank G. Japha, 16 Mary Hill Dr. 
North Kansas City 

Clyde H. Smith Adv., Box 7401. 


St. Joseph 
Dawson Adv., 19th & Garfield. 


(Continued on page 74) 
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distant not to be dominated by those 
metropolitan areas. . . . The University 
of Missouri is growing tremendously 
and is expending more than $12 mil- 
lion in new building projects. Like- 
wise, Christian College and Stephens 
College, also located in Columbia, are 
enjoying large student growth. 


“All of this is important to tele- 
vision in the mid-Missouri area and 
specifically to KOMU-TV, because only 
television offers a single medium to 
reach all of the area included in the 
27-county mid-Missouri section. Since 
there are no outside television signals 
penetrating this area, television be- 
comes the most important advertising 
and news-disseminating medium and 
will continue to enjoy that position.” 


KRCG-TV is owned by Jefferson Tele- 
vision Co., with Mrs. W. H. Weldon 
executive vice president (84.2%), 
(14%), 
Robert Blosser vice president and gen- 
eral manager (.6%), Edward J. 
Schuelein (.6%) and Camille Wil- 
liams secretary-treasurer (.6%). The 
station went on the air Feb. 13, 1955, 


Capital Broadcasting Co. 
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and telecasts with 316 kw from an an- 
tenna 923 feet above ground. It is a 
CBS.-TV affiliate, carrying some ABC- 
TV programs, 

W. H. Weldon is president, Ron 
Maxwell general manager, and the sta- 
tion is represented nationally by Blair 
Television. 

“The section of the state embraced 
by KRCG-Tv’s signal has come to be 
known as central Missouri. It is a two- 
station television market with a popu- 
lation of close to 600,000 and more 
than 125,000 television homes. . . . Ac- 
tually central Missouri as a market 
did not exist prior to the advent of 
television. This becomes apparent 
when one considers that there are 13 
daily newspapers and 12 radio sta- 
tions within the geographical area. 
Radio is diluted further by the fact 
that some 40-odd stations reach it 
from the outside. Obviously tv pro- 
vides the only economically sound ad- 
vertising approach to close to 600,000 
people. The development of television 
has been comparatively slow in cen- 
tral Missouri, but the future looks 
bright. There has been a considerable 
influx of new capital into the area, 
agriculture is booming, and there is 
an increasing awareness of this tv 
market on the part of national adver- 
tisers.”” 


Mark Twain’s Town 


| Hannibal, the historic Mississippi 
|River town made famous in Mark 
| Twain’s stories, is a part of the Han- 
| nibal-Quincy, Ill, market area. In 
Marion and Ralls counties Hannibal 
| has a population of 21,000, while the 
ltwo counties jointly have 37,000 
population. Effective buying power is 
estimated at $59 million on the Mis- 
souri side of the river. The important 


* rT) | Illinois city of Quincy is in the pri- 
Missouri S 3rd TV Market mary signal area of the Missouri tele- 


151,400 TV HOMES* 


Lucky KODE-TV, Joplin, Mo., is 28% taller, 29% 
more powerful than the nearest competition. 
And KODE-TV covers: * a 4 state area * 151,400 
TV Homes * 669,800 people with $776,919,000 
buying power. 


KODE=-TV cnHannec 12 


JOPLIN, MISSOURI CBs-ABC 


Rep. by Avery-Knodel « A member of the Friendly Group 
xe *TV Mag., June '59 
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vision station. 

Television station in Missouri is 
KHQA-TV, channel 7, with offices in the 
WCU Building, Quincy, and at 2333 
Palmyra Rd., Hannibal. 

Owned by Lee Broadcasting, station 
stockholders include Lee Radio, Inc. 
(51.41%), Courier-Post Publishing 
Co. (20%), Lee P. Loomis, president 
(3.02%), Herbert R. Ohrt, executive 


vice president (2.32%) and Walter J. 
Rothschild, general manager and 
national sales manager (.948%). The 
station went on the air Sept. 21, 1953, 
and telecasts with 316 kw power. It is 
represented nationally by Weed Tele- 
vision. 

“The KHQA-TV market, as defined 
by NCS 3,” says Wayne W. Cribb, 
assistant national sales manager, “ex- 
tends throughout 40 counties in the 
rich tri-state area centered around 
Hannibal, Missouri; Quincy, Illinois 
and Keokuk, Iowa. Beyond the metro- 
politan limits of these cities is a wide 
area encompassing suburban com- 
munities, industrial towns and pros- 
perous farm districts. In terms of 
acreage, over 88 per cent of all land 
in the 40-county area is farmland. 
There are 237,500 households and 
61,266 farm homes. The total farm 
income amounts to over $394 million 
annually and the effective buying in- 
come is $1,096 million producing re- 
tail sales of over $784 million. This 
is a growing, prosperous, productive 
market and television’s place is be- 
coming increasingly important. More 
and more local, regional and national 
advertisers are using television in this 
market to their advantage and profit.” 

Joplin, near the borders of Kansas, 
Arkansas and Oklahoma, is in the 
same rich industrial and mining 
region mentioned earlier in connec- 
tion with Pittsburg, Kan. Recently 
there has been a tremendous growth 
in the missile production industries, 
with Vickers, Eagle-Picher, Pacific 
Mercury Electronics Corp. and the 
Rocketdyne Division of North Ameri- 
can Aviation all engaged in various 
aspects of this industry. Manufactur- 


ing has increased by an estimated 3,- 


700 employees within the past 10 years. 


A retailing and wholesaling center 
for a four-state radius, Joplin is the 
trading post for a large farming area. 
Population of the Joplin metropolitan 
area is estimated at 112,000, with ef- 
fective buying income of $166 million. 

Joplin’s television station is KODE- 
Tv, channel 12, located at 1928 West 
13th. It is owned by the same corpora- 
tion that owns wsTv-Tv Steubenville, 
Ohio, with Jack N. Berkman president 
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TELEVISION ... the answer to your 
Sales Problems in 


Mid - Missour! 


Every national sales manager knows that he must 
have consumer advertising in Mid-Missouri. There 
are 34 counties within the Mid-Missouri marketing 
area. 607,000 people spend 600 million retail dol- 
lars here every year. Any single trading zone that 
sells $600 million worth of retail product demands 
strong advertising support. 

The marketing executive who keeps a watchful 
eye on his distribution map knows that Mid-Missouri 
retail sales are a key to his entire midwest operation. 
Mid-Missouri retail outlets are serviced by jobbers in 
St. Louis and Kansas City. The 600 million retail 
dollars spent in Mid-Missouri affect the profitability 
of his entire wholesale distribution in Kansas City and 
St. Louis. The amount of product shipped into these 
two vital midwest centers will vary directly with re- 
tail sales at the final point-of-purchase . . . the retail 
outlets in Mid-Missouri. 
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However, Mid-Missouri has always been a problem 
area for the Advertising Manager. Marketing execu- 
tives and sales managers demanded advertising sup- 
port. But the Ad Manager, trying to penetrate Mid- 
Missouri found that he had to buy 8 radio stations or 
13 newspapers to get satisfactory coverage . . . much 
too expensive, wasteful and inefficient. 

Some Ad Managers used to by-pass the market al- 
together, hoping to make up for the “hole” with an 
extra effort in Kansas City and St. Louis. But that 
strategy never worked. 

Today, the smart Ad Manager solves his problem 
with the most effective ad medium of them all . . . 
Television. Now you can achieve the reach, penetra- 
tion, saturation and selling impact that you need 
through a spot campaign on one or both of Mid- 
Missouri's television stations . . . the only advertising 
medium that gives you complete efficient coverage 
throughout the entire area. 


KOMU-TV KRCG-TV 


COLUMBIA JEFFERSON CITY 
Rep: H-R Television, Inc. Rep: Blair Television Associates 
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(17.2%), John J. Laux executive vice 
president (11.36%), Louis Berkman 
first vice president (17.2%), and a 
number of smaller stockholders. The 
group also owns wBoy-Tv Clarksburg, 
W. Va., and operates as The Friendly 
Group. Harry D. Burke is vice presi- 
dent and general manager of KODE-TV, 
and D. T. Knight is commercial man- 
ager. The station went on the air in 
September 1954 with the call letters 
KSWM-TV. It was purchased in Decem- 
ber 1956 by its present owners, who 
built a new 626-foot tower and in- 
creased its power to 316 kw, chang- 
ing the call letters to KODE-TV. 

“The future of the Joplin trading 
area is unlimited,” says Mr. Burke. 
“Excellent highways extend in every 
direction; airlines and railroads con- 
nect with key markets across the na- 
tion; an abundant water supply and 
fine geographical location—nearly in 
the center of the United States—all 
combine to make Joplin a rapidly 
growing industrial center and an im- 
portant distribution point for goods 
to a four-state market area of well 
over half-a-million people. 

“There’s no doubt as to television’s 
place in this future, for it is now— 
and I believe will continue to be—the 
dominant influence, culturally as well 
as economically, in the growth of this 
progressive four-state area.” 

Kansas City, one of the nation’s 
major cities and an important trading 
point for all of the midwest, has more 
than a million persons in its metro- 
politan area. Effective buying income 
is estimated at $2,119 million. 

The city is the headquarters for a 
large livestock and meat-packing in- 
dustry. It ranks high in manufactur- 

with important auto-assembly 

i steel-manufacturing plants. The 
suetropolitan area ranks first as a 
stocker and feeder market and first 
as a hard-wheat, cash-wheat and 
primary-wheat market and second as 
a futures-wheat market. A distribution 
and wholesaling center, the city is 
served by 12 major trunk-line rail- 
roads. 

Television stations in Kansas City 
are KCMO-TV, channel 5, KMBC-TV. 
channel 9 and woar-tv, channel 4. 

KCMO-TV is located at 125 East 31st 
St. and is owned by KCMO Broadcast- 
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ing Division of Meredith Engineering 
Co. The station went on the air Sept. 
27, 1953, and telecasts with 100 kw 
power. It’s self-supporting 1,042-foot 
tower is the tallest structure of its kind 
in the western hemisphere. The station 
is a basic CBS-TV affiliate and is rep- 
resented nationally by the Katz 
Agency. The station transmits network 
shows and color and will broadcast 
local shows in color when its new color 
studio is completed. 

E. K. Hartenbower is vice president 
and general manager, C. E. Breazeal 
assistant manager, and S. B. Tremble 
commercial manager. 

“Metropolitan Kansas City, cross- 
roads of the nation’s air and rail 
terminals, is one of the most aggres- 
sive and steadily growing areas in the 


country,” points out Mr. Harten- 
bower. “Kansas City television is play- 
ing a most important part in the de- 
velopment of this market and is daily 
striving to fulfill its function in the 
growth of this great mid-American 
area.” 

KMBC-TV is located in the KMBC 
Building at 11th and Central. It is 
owned by KMBC Broadcasting Co., 
which is owned by Cook Paint & Var- 
nish Co. The station went on the air 
Aug. 1, 1953, and telecasts with 316 
kw power from an antenna 1,025 feet 
above ground. Donald D. Davis is 
president and commercial manager, 
John T. Schilling executive vice presi- 
dent and general manager, George J. 
Higgins vice president in charge of 
spot sales, and Edwin L. Dennis vice 





Missouri Advertising Agencies 


Fletcher, Wessell & Enright, 113 South 
7th St. 

St. Louis 

Batz, Hodgson, Neuwoehner, 122 
North Seventh St. 

Beatty Adv., 379 N. Big Bend. 

Charles W. Bolan Adv., 4903 Del- 
mar Blvd. 

H. George Bloch Adv., 111 S. Me- 
ramec. 

Frank Block & Assoc., 212 N. Kings 
Highway. 

Dan Boon Adv., 921 Blue Bonnet. 

Wm. Brandeweide Jr. Adv., 3452 Ten- 
nessee Ave. 

Stella Chaney Brown, 1000 Washing- 
ton Ave. 

Calvert Adv., 611 Olive St. 

Ricky Campbell, 40 N. Kingshighway. 

Clayton-Davis & Assoc., 211 N. 
Fourth. 

Ron Coleman Agency, 337 N. Euclid. 

Contemporary Enterprises, 818 Olive 
St. 

D’Arcy Adv. Co., Missouri Pacific 
Bldg. 

Datche Adv., 710 North 12th. 

Davis Adv., 32 S. Rock Hill Rd. 

Erber Adv., 3333 Iowa Ave. 

Flavin Adv., 4 N. Eighth. 

French & Shields, University Club 
Bldg. 

Gardner Adv,, 915 Olive St. 

Geisz Adv., 3824 Lindell. 

Roy W. Gillum, 706 Chestnut. 


Glastris-Camien Adv., 7 N. Seventh. 

Gold Agency, 5579 Pershing Ave. 

Gordon-Marshall Adv., 6520 Clayton 
Rd. 

Greenway Adv., 7624 Florissant Rd. 

Hartogensis Adv., 1406 Manchester 
Rd. 

Herbert-Robinson, 317 N. 11th St. 

Henderson Adv., 3736 Grandel Sq. 

Herrod & Assoc., 308 Chestnut St. 

Hirsch, Tamm & Ullman, 309 N. 11th 
St. 

Horan-Daugherty, 8012 Bonhomme 
St. 

Huffman Adv., Arcade Bldg., 8th & 
Olive. 

Sam P. Judd Adv., 317 N. 11th St. 

H. W. Kastor & Sons, 2945 Milton. 

Milan Kedry Radio Adv., 3625 
Gravois. 

Kelly, Zahrndt & Kelly, 2343 Hamp- 
ton Ave. 

Key Adv., Missouri Theatre Bldg. 

Kilroy Adv., 3608 So. Grand Ave. 

Konze Adv., 7572 Oxford Dr. 

Krupnick & Assoc., 508 N. Grand 
Blvd. 

Louis Lachow Adv., 418 Olive St. 

Lindell Adv., 306 N. Grand. 

Loren-Sylvan Darryl Adv., 418 Olive 
St. 

Robert Lurie Inc., 1401 South Brent- 
wood Blvd. 

Lynch & Hart Adv., 7730 Carondelet 
Ave. 
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president in charge of local sales. Mori 
Greiner is tv station manager, and 
the ABC-TV affiliate is represented 
nationally by Peters, Griffin, Wood- 
ward, Inc. 

woaF-TV, 3030 Summit St., was pur- 
chased in April 1958 by National- 
Missouri Tv, Inc., which is a sub- 
sidiary of National Theatres, Inc. The 
station went on the air Oct. 16, 1949, 
and telecasts with 100 kw power. Wil- 
liam A. Bates is vice president and 
general manager, Jay Barrington as- 
sistant to the general manager, and E. 
Manne Russo general sales manager. 
The station is represented nationally 
by Harrington, Righter & Parsons. 
It is a basic NBC-TV affiliate. 

Among wpaF-Tv firsts are the first 
live network hook-up in September 


Handling Television 


Al Maescher Adv., 25 South Bemiston. 

Florence Majers Adv., 408 Olive St. 

E. P. Manley Adv., 2736 Victor St. 

Martine-Flaugher Adv., 4 N. Eighth 
St. 

Maxwell Adv. Co., 408 Olive St. 

McMahan-Horwitz Co., 314 N. Broad- 
way. 

George C. Nagel & Assoc., 164 North 
Meramec. 

Wesley K. Nash Co., 3741 Washing- 
ton Blvd. 

Edward J. Noerper, 261 Lemay Ferry 
Rd. 

Padco Adv. Co., 7510 Delmar Blvd. 

Mildred Planthold Assoc., 7510 Del- 
mar. 

Plessner & Johnson, 539 N. Grand 
Blvd. 

Post Adv., 705 Chestnut. 

Regent Adv., 305 South Seventh. 

Ridgway Adv., 8008 Carondelet Ave. 

Gene Rison & Assoc., 314 N.Broad- 
way. 

Edith Roeder Adv., 818 Olive St. 

Roman Adv., 309 N. 11th St. 

Ross-Gould Co., 309 North 10th St. 

Rutledge & Lilienfeld, 1000 Market 
St. 

C. M. Said, Arcade Bldg. 

Savan & Hammerman Adv., 2311 
Hampton. 

Jos. E. Schmitt & Assoc., 122 North 
7th St. 

Robt. Seat Adv., 611 Olive St. 

Seearcee Adv., 200 South Seventh. 


1951; first local orgination to all four 
networks, November 1952; first net- 
work color tv, March 1954; first local 
color tv, August 1954. 

“Market experts and economists 
point to the area served by WDAF-TV 
as one of the most perfectly balanced 
in the nation, with an extremely 
bright continuing growth factor,” says 
Jud Woods, director of promotion and 
research at the station. “The area’s 
broad agricultural economy, coupled 
with its importance as the nation’s 
primary source for livestock for food, 
is balanced by manufacturing cover- 
ing a wide range of products and oil 
production. We look to the next 10 
years of television operation with an- 
ticipation and confidence.” 

The Kirksville-Ottumwa, Iowa, area 


(Continued from page 71) 


Seelig & Co. Adv., 8147 Delmar Blvd. 
Setco Adv., 7263 Lansdowne Ave. 
Shaffer, Brennan, Margulis Adv., 4 


North 8th St. 

Simmonds & Simmonds, 611 Olive St. 

Jeanne Smillie Adv., 431 California. 

Smith & Neiswander, 2725 Clifton. 

Ralph W. Smith Adv., 722 Chestnut 
St. 

Standard Adv., 725 Bates. 

Leoda Steinheimer Adv., 2182 Rail- 
way Exchange Bldg. 

Glee R. Stocker & Assoc., 721 Olive 
St. 

Storm Adv., 4971 Maryland Ave. 

B. J. Teach & Assoc., 3903 Olive St. 

Jack Van Pelt, 818 Olive. 

Warner & Todd, 8029 Clayton Rd. 

Watts Adv., 1134 Locust St. 

Weintraub & Assoc., 111 S. Bemiston. 

Whitehead & Sprague, 706 Chestnut. 

Marjorie Wilton Adv., 7603 Forsyth. 

Winius-Brandon Co., 1706 Olive St. 

M. L. Winkler Co., 710 N. 12th St. 

O. A. Zahner, Railway Exchange 
Bldg. 

Springfield 

Ralph Nelms, P. O. Box 1624. 

Unionville 

Royal Adv., 1510 Grant St. 

University City 

Harrison-Rippey Adv., 6625 Delmar 
Blvd. 

Webster Groves 

Christy Humburg Adv., 742A North 


Forest. 


is rich in agricultural resources. Kirks- 
ville, in Adair County, has a popula- 
tion of 12,000, with about 20,000 in 
the county. Effective buying income is 
estimated at $27 million. 

Television station for the area is 
KTVO, channel 3, located at 209 East 
Second St., Ottumwa. Owned by 
KTVO Television, which includes 
James J. Conroy, president and gen- 
eral manager (66.32% ) , Raymond E. 
Russell, (33.33%), and Victoria B. 
Conroy (0.35%). The station went on 
the air Nov. 21, 1955, and telecasts 
with 100 kw power from an antenna 
1,101 feet above ground. It carries 
CBS-TV, NBC-TV and ABC-TV pro- 
grams and is represented nationally 
by George P. Hollingbery Co. L. Wil- 
liam King is sales manager. 

“While the area we serve is without 
dominant urban concentration, the 
entire 50-county coverage is in the 
heart of a balanced and rapid-grow- 
ing development,” says Mr. Conroy. 
“The exciting, balanced economy con- 
sists of transportation, retailing, 
wholesaling, manufacturing, mining 
and farming. The richness of the lowa- 
Illinois half of our market is well 
known, and happily the northern Mis- 
souri section of our coverage area has 
developed as much as any section in 
the United States, being one of the 
most rapidly developing areas, accord- 
ing to latest surveys. We are most 
happy and optimistic about the exist- 
ing future of the area, including the 
new Missile Tracking Station at Ot- 
tumwa. KTVO Television with its bal- 
anced impact of sight, sound and 
motion, blanketing the same area 
served by many radio stations and 
newspapers, with no other tv station 
in its entire 50-county area, will share 
in this agri-dustrial empire’s promis- 
ing future.” 

St. Joseph, in the northwestern part 
of the state, has 102,900 population 
in its metropolitan area. Buying in- 
come is estimated at $179 million. The 
market serves a four-state area that in- 
cludes a rich section of eastern Kansas 
and some sections of Nebraska and 
Iowa. 


Television station is KFEQ-TV, chan- 
nel 2, 40th and Faraon Sts. It is owned 
by KFEQ Broadcasting, with Isadore 
J. Fine (20%), Eugene P. Fine 
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(1214%), Jesse D. Fine, president 
(30%), Marvin S. Cohen (21%6%), 
and Ted Nelson, vice president and 
general manager (5%). E. Carleton 
Schirmer is sales manager. 

The station telecasts with 100 kw 
power and is a CBS-TV primary af- 
filiate carrying some ABC-TV pro- 
grams. Blair Television is the national 
representative. 

“The St. Joseph economy is agricul- 
tural—basically it rests on the golden 
hybrid corn grown in the nation’s 
breadbasket,” says Mr. Schirmer. 
“Coupled with the agricultural econo- 
my is a liberal and continuing indus- 
trial growth. Television, too, has 
grown and will continued to be first 
as an advertising, entertainment, news 
and service medium. KFEQ-TV is the 
only television station effectively serv- 
ing the one million customers in this 
billion-dollar market. As the market 
increases in the future, our position 
becomes more important. The area is 
not overpopulated with unstable and 
false economies. . . . It offers elbow 
room for future growth and expan- 
sion. The future will produce sound 
growth—not only for the Midland em- 
pire, but for the television station that 
serves it ‘first,’ KFEQ-TV.” 

St. Louis, one of the nation’s 
pioneer cities, has grown in wealth 
and importance due to its strategic 
location in the heart of the agricul- 
tural midwest, its important industrial 
companies and its proximity to im- 
portant mining deposits. With 18 
trunk-line railroads and many air and 
truck lines, and located as it is on the 
Mississippi river, the city is second 
only to Chicago as an inland shipping 
point. 

Population of the St. Louis metro- 
politan area is estimated at 2,065,000 
persons, while effective buying in- 
come is $3,934 million. 

The city has four television sta- 
tions: KMOX-TV, channel 4; KPLR-TV, 
channel 11; Ksp-Tv, channel 5, and 
KTVI, channel 2. 

KMOX-TV is located at 12th and 
Cole. A CBS-TV owned-and-operated 
station, the outlet telecasts with 100 
kw power from a 1,100-foot antenna. 
It went on the air March 16, 1958, as 
KMOX-TV and is represented nationally 


by CBS Television Spot Sales. 
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CBS had originally applied for 
Channel 11 in St. Louis in 1953 and 
was given a grant in 1957, but later 
that year the network purchased KWK- 
TV, channel 4. This was FCC-approved 
in early 1958 when KMOX-TV went on 
the air officially. 

Executives of the station include 
Gene Wilkey, vice president and gen- 
eral manager; Charles McAbee, gen- 
eral sales manager, and Tim Stanton, 
sales promotion manager. 

“Even though KMOX-TV is slightly 
over a year old, the channel has be- 
come one of the most eloquent of all 
devices to serve, entertain and edu- 
cate the people in this area,” says Mr. 
Wilkey. “The area served by KMOX-TV 
is one that is truly bustling with 
growth. More than three million peo- 
ple live within the 53-county coverage 
pattern of channel 4, with an effective 
buying income of $5.3 billion. With- 
in an eight-year span the population 
of the metropolitan area of St. Louis 
has shown rapid gains—over 19 per 
cent in eight years. On the heels of 
population’s growth in urban, subur- 
ban and interurban sections is the de- 
velopment of vast and highly diversi- 
fied industrial expansion. This area, 
too, is the hub of an inland waterways 
system, another guarantee of business 
growth.” 

KPLR-TV St. Louis is owned by 220 
Television Inc., which is controlled 
by members of the Koplar family. The 
station went on the air in April 1959 
and telecasts with authorized power of 
316 kw from a 1,007-foot antenna. 
Located at 200 North Kingshighway 
Blvd., the station is represented na- 
tionally by Peters, Griffin, Woodward. 


James L. Caddigan is executive vice 
president and general manager, and 
James E. Goldsmith is sales director. 
“The future of television in the St. 
Louis area is, as is that of the area 
itself, unlimited,” says Mr. Caddigan. 
“Evidence of our faith in this can 
be found in down-to-earth business 
terms—dollars and cents. KPLR-TV, a 
completely locally-owned corporation, 
has constructed the only facilities in 
St. Louis designed expressly for local 
television station operations. Our fa- 
cilities include video tape, bowling 
alleys, ice-skating rink and a studio 
65x75 feet. This type of investment is 
self-explantory as regards our faith, 
not only in the future of television but 
in that of the area itself . . .” 

KSD-TV, 1111 Olive St., was the first 
television station in St. Louis, going 
on the air Feb. 8, 1947. It is an NBC- 
TV basic affiliate and transmits from 
a 1,200-foot tower with 100 kw power. 
The station is owned by Pulitzer Pub- 
lishing Co. Joseph Pulitzer Jr. is presi- 
dent, Harold Grams general manager, 
and Guy E. Yeldell commercial man- 
ager. As a pioneer tv outlet, the station 
has a great number of firsts to its 
credit. 

“On the threshold of a new decade, 
St. Louis is looking to a bright future,” 
declares general manager Grams. 
“Metropolitan St. Louis’ population 
is expected to climb to 2,750,000 by 
1970, while the zone of effective in- 
fluence, a surrounding 91-county 
market in Missouri and Illinois, will 
have a population of nearly 4,000,000. 
This means a tremendous market, one 
of the most important in the country. 

“While St. Louis is world famous 





MISSOURI MARKET BY COUNTIES 


—Effective Buying Income— 
Net 





Ponu- Dollars Per 

Counties lation ($000) Capita 
RR a 26,987 1,343 
Andrew 16,003 1,482 
Atehison 16,647 1,699 
Audrain 44,063 1,688 
a 24,883 1,168 
Barton ... 15,487 1,371 
Bates ........ 25,392 1,558 
Benton ...... 11,014 1,238 
Bollinger 9,113 1,001 
Boone 88,193 1,686 
Buchanan 178,663 1,736 
SEE setisinates 40,631 1,078 
Caldwell 12,866 1,430 
Callaway 30,637 1,321 
Camden ° 7,835 1,104 
Cape Girardeau .... 38.2 57,087 1,494 
ee * 14.3 19,816 1,386 
a 4.2 4,474 1,065 


Total 
Retail Auto- 

Per Sales Food motive s 
Family ($000) ($000) ($000) ($000) 
4,028 21,367 5,190 3,891 603 
4,572 8,389 1,850 1,365 129 
5,740 11,878 2,103 2,482 347 
5,184 32,131 7,076 6,794 982 
3,888 21,055 4,369 3,953 657 
4,186 13,628 2,960 2,499 387 
4,378 15,479 3,561 2,877 360 
4,079 7,437 1,080 814 218 
3,645 5,966 1,154 913 32 
6,437 53,868 12,403 9,128 2,065 
5,497 115,084 27,243 20,067 5,749 
3,797 32,685 7,208 6,747 876 

4,021 10,118 1,966 2,171 134 
5,022 18,493 3,553 2,763 587 
3,918 7,063 1,885 706 116 
4,964 55,897 11,986 9,650 1,716 
4,308 16,752 3,856 3,422 418 
3,442 2,374 454 151 59 


(Continued on page 78) 
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as a producer of shoes and beer, it also 
is now a major producer of auto- 
mobiles and aircraft,’ Mr. Grams 
says. “Chrysler’s new $50-million as- 
sembly plant, together with the al- 
ready established Ford and General 
Motors installations, makes St. Louis 
the second automotive center in the 
U. S. McDonnell Aircraft Co. is Mis- 
souri’s largest industrial employer. 
On the Illinois side of the Mississippi 
are huge chemical and steel plants and 
refineries. 


“Even more vital is the dynamic 
civic metamorphosis sweeping St. 
Louis, a movement in which KSD-TV 
is happy to have shared through its 
public-service programming and pro- 
motion. In 1964 St. Louis will cele- 
brate its 200th birthday, and Ksp-TVv 
will participate actively in that cele- 
bration. The 12 years since the sta- 
tion went on the air are but a small 
part of the 200 that the city has been 
in existence, but in those dozen years 
we are proud and grateful to have 
been accepted as a community leader 
in the communications field. In the 
bright years ahead in this expanding 
metropolis KSD-TV will continue to fill 
its responsible role to the people who 
make up this community.” 

KTVI, 5915 Berthold Ave., is owned 
by Signal Hill Telecasting Corp., 
which includes Harry Tenenbaum, 
president (37.5%) ; Paul E. Peltason, 
executive vice president (37.5%), 
and the Globe-Democrat (25%). The 
station went on the air Aug. 10, 1953, 
as WTVI Belleville, Ill.-St. Louis, chan- 
nel 54, and on April 9, 1955 it shifted 
to facilities and channel 36, acquired 
from KSTM-Tv. It changed over to 
channel 2, April 15, 1957. 

Telecasting with 100 kw power 
from a 1,049-foot tower KTVI is an 
ABC-TV affiliate and is represented 
by Blair-Tv. Joseph J. Bernard is vice 
president and general manager, Shaun 
Murphy national sales manager, and 
Paul R. Litt local sales manager. 

“The St. Louis market is of vital 
importance . . . not only as a major 
factor in the national sales picture, 
but also as a center of advertising 
activity,” says Mr. Bernard. “Numer- 
ous manufacturers of nationally dis- 
tributed products, as well as many 
major advertising agencies, have their 
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headquarters in St. Louis. As a con- 
sumer market in its importance to any 
national advertiser, St. Louis must be 
considered in the top-ten markets— 


number eight to be exact. 

“KTVI, the ABC affiliate station, has 
been successfully integrated into the 
civic activities of this area. This has 
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—Effective Buying Income— Total 

Net Retail Auto- 
Popu- Douars Per Per Sales Food motive Drugs 
Counties letion ($000) Capita Family ($000) ($000) ($000) ($000) 
Cass . 19.4 29,391 1,515 4,522 24,235 5,770 3,631 1,134 
Cedar 9.7 11,539 1,190 3,606 11,339 2,288 2,001 193 
Chariton 13.5 19, 1,470 4,510 14,848 3,100 2,110 340 
Christian 11.7 14,029 1,199 3,897 8,057 1,074 1,284 233 
Clark 8.2 10,661 1,300 4,100 7,521 1,451 1,013 125 
= 81.9 154,396 1,885 5,804 138,978 21,403 20,376 6,193 
Clinton 10.8 17,153 1,588 4,765 19,422 4,742 3,288 627 
Cole 415 631 1,557 5,720 47,846 11,047 9,291 1,606 
Cooper 15.0 24,326 1,622 5,176 14,101 2,740 2,336 557 
Crawford 10.2 12,680 1,243 4,227 9,967 2,450 2,074 358 
Dade 8.3 10,349 1,247 3,980 6,008 837 536 187 
Dallas 8.9 10,220 1,148 3,785 8,823 1,391 1,697 245 
Daviess 9.8 14,124 1,441 4,414 8,492 1,503 2,248 281 
DeKalb 71 10,018 1,411 4,356 7,225 1,619 910 170 
. 10.2 11,739 1,151 3,787 10,628 3,307 1,220 231 
Douglas 9.2 9,962 1,083 3,690 7,000 1,027 1,149 306 
Dunklin 39.1 40,528 1,037 3,718 38,555 7,924 8,011 1,012 
Franklin 39.1 $7,221 1,463 4,808 43,578 11,212 7,987 1,335 
Gasconade - 12.7 17,272 1,360 4,318 12,875 2,831 1,182 526 
Gentry 9.7 14,549 1,500 4,693 10,700 2,294 2,635 367 
Greene ..... - 121.8 198,135 1,627 4,904 144,443 30,947 26,309 6,340 
Grundy 118 17,698 1,500 4,425 15,008 2,745 2,554 479 
Harrison 12.7 18,056 1,422 4,404 17,488 2,667 1,835 364 
Heary ....... - wT 26,605 1,423 4,157 22,643 5,431 5,370 1,006 
Hickory 4.7 5,276 1,123 3,298 2,902 519 32 102 
Holt . 8.3 12,854 1,549 5,142 9,949 1,582 2,299 352 
Howard 10.9 17,553 1,610 5,163 8,306 2,125 1,270 522 
Howell 18.1 21,342 1,179 3,952 24,017 4,390 5,279 713 
eee! 73 7,443 1,020 3,917 4,881 1,311 1,024 218 
Jackson 606.6 1,303,136 2,148 6,366 976,612 173,954 158,083 52,349 
Jasper - 82.8 127,793 1,543 4,484 105,263 24,520 21,220 2,985 
Jefferson 66.5 100,824 1,516 5,092 39,044 11,957 7,108 947 
Johnson ... 27.5 40,718 1,481 5,090 21,349 5,164 2,877 893 
Knox 74 10,999 1,486 4,230 6,612 1,340 953 181 
Laclede ... 19.5 23,627 1,212 4,008 21,196 3,477 6,319 571 
Lafayette . 24.7 38,508 1,559 4,874 25,422 5,172 4,624 1,200 
Lawrence . 21.6 29,018 1,343 4,087 17,855 3,129 3,134 657 
Lewis ....... 10.4 15,698 1,509 4,617 9,853 1,565 2,588 144 
Lincoln 16.3 23,756 1,457 4,168 16,641 2,650 4,501 234 
Linn . 17.8 27.707 1,557 4,469 18,393 4,554 3,937 732 
Livingston .. 15.8 25,094 1,588 4,920 22,365 4,237 3,217 801 
MeDonald 13.9 15,020 1,081 3,663 14,419 2,032 2,346 265 
Macon 20.3 28,306 1,394 OAL 17,777 3,327 3,666 619 
Madison 99 12,704 1,283 4,537 8,892 2,236 1,471 249 
Maries 6.6 7,858 1,191 3,929 4,503 630 1,102 119 
Marion . 29.3 47,516 1,622 34,458 8,780 6,228 1,099 
Mercer .. 5.7 7.760 1,361 4,084 5,390 1,054 867 99 
Miller ....... 13.9 16,290 1,172 3,788 12,496 2,792 2,891 221 
Mississippi .. 20.5 22,557 1,100 4,177 14,492 3,874 2,513 459 
Moniteau .... 9.9 12,982 1,311 4,057 10,039 2,080 2,347 184 
Monroe ...... 9.2 14,114 1,534 4,705 11,975 2,495 2,341 245 
Montgomery 99 13,774 1,391 4,174 12,163 2,100 1,557 466 
Morgan ...... 8.8 10,496 1,193 3,749 10,785 3,225 1,367 164 
New Madrid 34.7 33,192 957 3,772 19,835 4,657 1,613 599 
Newton .. 29.5 38,474 1,304 4,228 28,509 4,646 8,629 658 
Nodaway 23.7 38,708 1,633 5,231 21,627 4,081 3,852 594 
Oregon 9.9 10,861 1,097 3,879 7,631 2,095 1,560 294 
Osage 10.9 12,484 1,145 4,305 7,377 1,155 1,879 59 
Ozark ....... 7.8 7,697 987 3,849 4,435 677 509 143 
Pemiscot 42.4 43,614 1,029 3,860 26,647 6,720 4,605 710 
Perry 12.0 15,867 1,322 4,808 12,915 1,976 1,268 289 
Pettis 36.9 58,631 1,589 4,617 39,944 8,702 8,561 1,226 
Phelps 25.5 33.937 1.331 4.525 27,122 6,659 5,710 831 
Pike 16.9 26,672 1,578 4,521 18,787 3,483 2,345 611 
Platte 21.8 33,164 1,521 5,025 24,638 5,137 1,081 131 
Polk 14.6 18,984 1, 4,039 14,199 1,887 2,649 300 
Pulaski 37.6 65,463 1,741 16,366 15,828 3,599 1,886 886 
Putnam 7.9 10,766 1,363 4,141 7,568 1,414 1,718 318 
Ralls ....... 7.7 11,506 1,494 5,230 5,916 1,576 707 239 
Randolph - 22.8 38,865 1,705 4,920 26,732 5,463 5,203 772 
ee - 154 23,779 1,544 4,404 13,299 2,948 2,526 634 
Reynolds ° 5.4 5,221 967 2.729 3,468 639 1,021 26 
Ripley ..... : 9.6 10,374 1,081 3,577 7,021 2,401 908 245 
St. Charles - 39.0 60,082 1,541 5,364 43,607 9.481 8.666 1,170 
St. Clair ; 8.7 11,080 1,274 3,821 6,143 915 1,704 209 
St. Francois - 387.9 52,697 1,390 4,705 31,817 11,011 5,894 928 
Se. Leule .............- 1,489.9 2,931,213 1,967 6,371 1,842,170 476,824 295,509 70,691 
Ste. Genevieve ....... 11.7 15,116 1,292 4,87 11,071 2,543 1,635 93 
Saline —— 37,654 1,465 4,766 28,436 5,355 5,471 856 
Selmyter ................ 4.3 5,985 1,392 3,990 8,016 1,940 2,067 364 
Seotland — 6.9 9,371 1,358 3,905 6,853 1,374 1,400 277 
Seot?. ....... 30.6 37,440 1,224 4,255 33,833 8,228 5,406 786 
Shannon . 6.2 6,275 1,012 3,922 2,981 909 505 74 
Shelby ..... 8.7 12,429 1,429 4,009 10,576 2,124 1,380 241 
Stoddard 30.0 31,256 1,042 3,812 22,105 4,981 4,517 396 
Stone ....... — 8.8 9,369 1,065 3,748 4,940 8389 770 69 
eee 938 13,413 1,369 4,192 7,706 1,456 1,322 277 
Taney 9.9 11,310 1,142 3,900 9,435 1,752 1,117 335 
Texas .... 17.9 19,604 1,095 3,630 12.625 3,464 3,611 384 
Vernon - S158 30,005 1,396 4,616 18,317 4.379 2,848 584 
TEES 74 9,769 1,320 4,247 7,876 1.722 1,174 160 
Washington 13.7 12,990 948 3,511 9,082 2,458 1,734 127 
9.3 9,283 998 3,868 4,608 1,133 1,096 100 
14,1 15,883 1,126 3,782 10,323 1,755 2,524 279 
4.7 6,222 1.324 4,148 4,643 636 1,005 89 
13.1 14,900 1,137 3,634 13,390 2,086 2,082 301 
The figures in the above table are reprinte: with permission of Sales Manag tM zi the 





copyright owners, from the May 1959 Survey of Buying Power; further reproduction not licensed. 
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been accomplished through program- 
ming and on a personal front through 
our executives. The spirit of the St. 
Louis television industry was truly 
exemplified through the herculean ef- 
forts of our entire staff in springing 
back after a tornado crippled our 
tower earlier this year. KTVI is now 
operating with maximum tower height 
and maximum power as allowed in 
the St. Louis area. St. Louis, with its 
complete television service, made pos- 
sible by alert, exciting television sta- 
tions, is not only the gateway to the 
west, but also a gateway to new adver- 
tising opportunitics.” 


West Central Farm Area 


Sedalia, in Pettis County, is located 
in the western central farming area 
and is the trading center for an im- 
portant segment of the state. Popula- 
tion of Sedalia is about 27,000, with 
the county population 37,000. Buying 
income for the county is estimated at 
$59 million. 

Television station in Sedalia is 
KMOs-Tv, channel 6, located at 2100 
West Broadway. KMOs-TV went on the 
air July 8, 1954, and telecasts with 
16.2 kw power. It is owned by Cook 
Paint & Varnish Co. Donald Dwight 
Davis is president, John T. Schilling 
executive vice president, and John A. 
Garner vice president and general 
manager. It is a bonus affiliate of ABC- 
TV and is represented nationally by 
John E. Pearson Television. 


Call letters were changed from 
KDRO-TV to KMOS-TV when the sta- 
tion was purchased by the owners of 
KMBC-TV Kansas City in January this 
year. 

“We at KMos-Tv look forward to 
a very bright future of the station as 
it grows with mid-Missouri,” says 
Mr. Garner. “Television will play a 
very important role in the growth of 
this area. Several television ‘firsts’ 
are planned, including the televising 
of the Missouri State Fair in Sedalia 
this August and televising the Mis- 
souri State Bowling Tournament in 
Sedalia this fall. The publicity re- 
ceived from these events will decided- 
ly help our community and clearly 
point out the great value and flexi- 
bility of television.” 

Springfield, in southwest Missouri, 
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McDonnell Aircraft Engineering plant near St. Louis 


is the third largest city in the state, 
with a metropolitan area population 
estimated at 122,000. Effective buy- 
ing income is estimated at $198 mil- 
lion. The center of a rich farming 
area, Springfield has become an in- 
dustrial, educational and medical 
center. 

Television stations in Springfield 
include KTTS-Tv, channel 10, and 
KYTV, channel 3. 

KTTS-TV, 2650 East Division St., 
is owned by Independent Broadcast- 
ing Co., with J. H. G. Cooper presi- 
dent (54.87%), George M. Thomp- 
son Sr. vice president and treasurer 
(1.97%), Irving W. Schwab secre- 
tary (8.29%), G. Pearson Ward 
vice president (8.79%), and 12 
others. Mr. Ward is general manager, 
and Jack Lloyd sales manager. 

The station went on the air March 
14, 1953, the first construction per- 
mit granted after the freeze, and tele- 
casts with 316 kw power. It is a CBS- 
TV affiliate. 


Growing With Area 


“The growth of the acceptance and 
the influence of any public-informa- 
tion medium that meets the needs of 
a region will, naturally, correspond 
to the growth of the population and 
prosperity of the region,” says Mr. 
Cooper. “This makes the future look 
bright for television in the Ozarks. 
Springfield, the chief metropolis of 
the Missouri Ozarks, has shown phe- 
nomenal growth within the past 10 
years, and experts, such as the plan- 
ners for the Southwestern Bell Tele- 


phone Co., have predicted an equally 
phenomenal increase within the next 
decade. 

“In the past, television-set owner- 
ship and viewing has increased in 
direct proportion to the growth in 
population and payrolls. We have 
such faith that this trend will con- 
tinue—and in the continued accept- 
ance of KTTS-TV by its potential au- 
dience—that we have, in the words 
of the current Wall Street Journal 
ad, put our money where our word- 
of-mouth is. We are moving into 
new, modern, expanded quarters that 
will enable us to grow with our re- 
gion as we continue to strive to meet 
its entertainment and _ information 
needs.” 


Newspaper Interest 


KyTtv, 999 W. Sunshine, is owned 
by Springfield Television, with the 
Springfield Newspapers, Inc. (49.- 
866% ), and Lester L. Cox president 
(24.966% ). Carl Fox is co-manager 
and program manager, Ralph Stuflle- 
bam co-manager and commercial 
manager. 

The station went on the air Oct. 1, 
1953, and operates with 100 kw 
power. It is an NBC-TV affiliate with 
some ABC-TV programs. George P. 
Hollingbery represents the outlet na- 
tionally. 

Hastings, Neb., is the center of a 
rich agricultural area producing 
some of the world’s biggest corn and 
wheat crops. Much of the farmland 
is irrigated. A thriving industrial 
community has developed in the city, 








which also has many wholesale dis- 
tributors. Adams County, of which 
Hastings is the principal city, has a 
population of 33,000 and an estimated 
buying income of $49 million. 

Television station in Hastings is 
KHAS-TV, channel 5. It went on the 
air Jan. 1, 1956, with the Hastings 
Daily Tribune the major stockholder. 
Fred A. Seaton, now Secretary of the 
Interior, is publisher of the Hastings 
Daily Tribune, president of the Ne- 
braska Television Corp. and presi- 
dent of radio station KHAS. 

The station operates with 100 kw 
power and is a primary affiliate of 
NBC-TV. Duane L. Watts is general 
manager, Robert E. Schnuelle opera- 
tions manager. The station is repre- 
sented nationally by Weed Televi- 
sion. 

Mr. Watts believes in the area, say- 
ing “this is probably one of the fast- 
est-growing smaller markets in the 
entire nation. It is situated right in 
the heart of a richly irrigated agri- 
cultural area. The market is referred 
to as the Hastings-Grand Island- 
Kearney market. The most densely 
populated area in out-state Nebraska 
is located within the station’s Grade 
A area—Grand Island being Ne- 
braska’s third city, and Hastings the 
state’s fourth city. 

“A client buying the Hastings- 
Omaha market combined finds he is 
able to cover more than 80 per cent 
of the total population in the entire 
state of Nebraska.” 

Hay Springs, in northern Nebraska, 
has a satellite television station, KDUH- 
Tv, channel 4, which is fed by KOTA-TV 
Rapid City, S. D. 

Kearney in the rich Platte Valley 
of central Nebraska, has for years 
been a rich agricultural community, 
trading center for the irrigated farms 
which surround it. In recent years, 
however, industry has discovered the 
area, and a number of important in- 
dustrial plants have been built, includ- 
ing that of the Rockwell Manufactur- 
ing Co., a modern 180,000-square-foot 
factory. Kearney is located in Buffalo 
County, which has a population of 26,- 
000 and an effective buying power of 
$40 million. 

Television station is KHOL-TV, chan- 
nel 13, which is located in nearby 






Every television salesman has a few pros- 
pects who should be customers but who, for 
one reason or another, won’t try the medium. 
Some of these merchants and distributors 
have never used tv. Others were victims of 
poorly planned or badly executed campaigns. 


For prospects like this you couldn't ask 
for a_ better convincer than the one 
TELEVISION AGE is offering. Our exclu- 


sive series of product group success stories 


Readers Service 


Number of copies 
Auto Dealers (66 case histories) 
Bakeries & Bakery Products (12) 
Banks & Savings Institutions (19) 
Beer & Ale (42) 
Candy & Confectionery Stores (16) 
Coffee Distributors (16) 





Cough & Cold Remedies (12) 
Dairies & Dairy Products (26) 
Department Stores (37) 

Drugs & Remedies (36) 

Dry Cleaners & Laundries (10) 
Electric Power Companies (16) — 
Electrical Appliances (24) 


Furniture & Home Furnishings (15) —— 
Gas Companies (11) 
Gasoline & Oil (28) 
Groceries & Supermarkets (23) 
Hardware & Building Supplies (17) —— 


The case of the 
reluctant advertiser 











s « 
Television Age 444 Madison Avenue, New York 22, N. Y. 


Please send me reprints (25c each, 20c in lots totalling 10 
or more) of the Product Group Success Stories checked: 


Cosmetics & Beauty Preparation (29) —— 


Farm Implements & Machinery (12) —— 


includes literally dozens of actual experi- 
ences in television by firms in every business 
group. 


One of these product group stories will fit 
your reluctant prospect—it may well be the 
convincer you need to make that sale. 


Product group stories available in reprint 
form are listed on the order blank on this 
page. Fill it out and return it today. 


Number of copies 
Home Building & Real Estate (14) —— 
Insurance Companies (14) - 
Jewelry Stores & Manufacturers (22) —— 
Men’s Clothing Stores (18) 
Moving & Storage (26) -— 
Newspapers & Magazines (20) — 
Nurseries, Seed & Feed (12) — 
Pet Food & Pet Shops (12) -— 
Pre-fab Housing (10) -— 
Restaurant & Cafeterias (22) —— 
Shoe Stores & Manufacturers (18) —— 
Soft Drink Distributors (16) 
Sporting Goods & Toys (24) - 
Telephone Companies (10) _ 
Television & Radio Receivers (14) —— 
Theatres (24) 
Tires & Auto Accessories (12) — 
Travel, Hotels & Resorts (15) ee 
Weight Control (12) — 
Women’s Specialty Shops (14) — 
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Name Position = 
Company 

Address 

City Zone State 

C) Ienclose payment C) Bill me 


() Please enter my subscription for TELEVISION ACE for one year at $7. As a 
premium I will receive a copy of the Source Book of Success Stories which 
includes the second 15 of the above Product Groups. 









































Sitting on top of a 


9697,570,000 


RETAIL MARKET 


Just one buy gets your sales message 


into farm and city homes throughout 
central Nebraska, northern Kansas 
and eastern Colorado. Only KHOL- 
TV, with satellite KHPL-TV and 18 
booster stations, has the far-flung cov- 
erage of these 185,410 households— 
almost 600,000 people! In four out of 
five widely separated metropolitan 
areas, KHOL-TV grabs over 60%* 





share of this high-spending audience 
during prime hours. Climb up on 
top with KHOL-TV, and ride this rich 
area for all your commercial’s worth! 


KHOL-TV 






KEARNEY, NEBR. 
Satellite Station 


KHPL-TV 
Serving North Platte and McCook, Nebr. 


*ARB 
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Holdrege. The station also operates 
satellite KHPL-TV, channel 6, in Hays 
Center, a community almost directly 
west of Kearney. 

The two stations are owned by Bi- 
States Co., with Dr. F. Wayne Brew- 
ster president (55.5%), C. E. Freas 
Jr. vice president (13.9%), Harold J. 
Hamilton secretary-treasurer (5.6% ), 
Willard F. Anderson director 
(11.1%), William S. Bivens director 
(2.2%), and Donald E. Brewster 
(11.1%). Jack Gilbert is station man- 
ager, and Paul Freygang is in charge 
of regional sales. KHOL-TV is a CBS- 
TV affiliate and is represented nation- 
ally by the Meeker Co. 


Country Station 

Calling itself the “nation’s first 
rural tv station,” KHOL-TV is just off 
Highway 6 between Minden and Hol- 
dredge. It went on the air Dec. 24, 
1953, and telecasts with 204 kw. Its 
satellite, KHPL-Tv Hayes Center, was 
one of the nation’s first and was made 
possible by the stock sales to people 
in the area it was to serve. More than 
$140,000 was raised from sales in 13 
counties in three states. The satellite 


| went on the air Feb. 9, 1956. 


“This area and television have a 
great future together,” is the opinion 
of manager Gilbert. “In six years, | 
have seen irrigation come from a sput- 


| tering start to a booming new indus- 


try and establish an amazingly strong 
prop under the agriculture of the area. 
Television helped tremendously in 
stimulating this development and in 
showing the farmers what it could do 
toward stabilizing the farm income 
from year to year. Another great po- 
tential for this area is industrial de- 
velopment. 

The big hard-working labor pool 
from agriculture is being tapped 
by more and more industry in 
the area, such as the beautiful new 
Rockwell plant in Kearney. The plant, 
which employs 195 people, manufac- 


| tures valves for cross-country pipe- 
| lines. Each year we see a steady and 


vigorous population growth in all our 
principal cities—Kearney, Grand Is- 
land, Hastings, North Platte, McCook, 
Holdrege. Retail sales in each city 
reach a new peak yearly. Upbeat is 
the only term to adequately describe 
our area.” 


Lincoln, capital of the state, and its 
second largest city has a population 
estimated at 145,000 in its metropoli- 
tan area. Effective buying income is 
estimated at $280 million. A growth 
which started during the war has con- 
tinued since until some 175 industrial 





Nebraska Agencies 


Lincoln 
Ayres, Swanson & Assoc., 1325 N St. 


Omaha 

Advertising Service Co., 215 South 
13th St. 

Allen & Reynolds Adv., 31st & Farnam 
Sts. 

John V. Anderson Adv., 856 Insurance 
Bldg. 

Ayres Swanson, 331 Aquilla Court. 

Baker Adv., 3302 Dodge. 

Bozell & Jacobs, 510 Electric Bldg. 

Buchanan-Thomas Adv., 5010 Under- 
wood. 

The Caples Co., 507 Omaha Bldg. & 
Loan Assn. Bldg. 

Dow Co., 712 Farnam Bldg. 

Fairall & Co. Adv., 906 Paramount 
Bldg. 

Goodsell & Dawson, 3867 Leaven- 
worth. 

Ray Hansen & Assoc., 3016 Whitmore 
Ave. 

Haynes Adv., 4007 Farnam St. 

Merrill J. Hewitt Adv., 1202 City Nel. 
Bank Bldg. 

Holland Adv., 331 Aquilla Court. 

Mackey Adv., 209 S. 15th St. 

Floyd F. Mellon Adv., 514 Securities 
Bldg. 

Merchants Adv., 11th & Jones. 

Pleskach & Smith Adv., 812 Omaha 
Bldg. and Loan Assn. Bldg. 

Adam Reinemund Adv., 2207 North 
56th St. 

Jean Sullivan Adv., 6316 William St. 

Tel-Rad Agency, 139 South 40th St. 

Public Relations Assoc., 1021 WOW 
Bldg. 

Universal Adv., 311 South 15th St. 

Jim Warner Adv., 1904 S. 13th St. 

Zimmerman Adv., 923 Redick Tower. 





a Cnt lc ES: lUcrtllCr TF 


ee ee ee a ee — oo 


ow 





J its 
tion 
oli- 
e is 
wth 
:on- 
rial 


uth 
am 
ince 
urt. 


idg. 
Jer- 


ore 


Nel. 


ties 


rth 


St. 
St. 





firms now employ 13 per cent of the 
work force. The city is home for 33 
insurance companies. In addition to 
the many workers employed by the 
state in its capitol building and offices, 
about 1,700 Federal employes are 
headquartered in Lincoln. 

Television station in the city is 
KOLN-TV, channel 10, 40th and W Sts. 
The station went on the air Feb. 18, 
1953. In September of that year the 
station was purchased by John Fetzer, 
and plans were made at once to go to 
maximum power of 316 kw and to 
build a 1,000-foot tower at a site 30 
miles west of Lincoln to serve east- 
central Nebraska and northern Kan- 
sas. The station is affiliated with CBS- 
TV and ABC-TV and is represented 
nationally by Avery-Knodel. A. James 
Ebel is vice president and general 
manager; Lester C. Rau is sales man- 
ager. 

“Lincolnland is an expanding mar- 
ket,” says Mr. Ebel. “Currently under 
construction near Lincoln is an atomic 


We'd like to do the same job for you that we've 

been doing for our other advertisers. Notice our 
rate card (SRDS)— it's the same one we use in local 
sales .. . OF COURSE IT'S LOW! We're geared to 


our local market . . . and our local advertisers can 
afford the benefits of television advertising without 


breaking up their budgets. 


You can take advantage of our **'Close contact sell- 


ing’ in a good growing market. 


*""Close contact selling’* means shakin’ em by the 
hand, Slappin' em on the back, listening to their 
problems and givin’ em all the help we can. . . 


IT WORKS! ! ! 


NOTE: NBC NETWORK ADVERTISERS ARE TAKING AD- 
VANTAGE OF THE “WINNING OF THE WEST," THROUGH 
A BRAND NEW OUTLET IN A FORMER BLANK AREA. 


CONTACT: 
Hal Holman Co. 


64 East Lake Street, Chicago, Franklin 2-0016 
ork, 585 Fifth Avenue, Ed Deveny, Yukon 


Les Angeles 28, 6381 Hollywood Bivd., Tracy 
Moore, Hollywood 2-2351 

San Francisco, 260 Kearney Street, John Funk, 

2-6444 or call 

North Platte, Nebraska, Lenox 2-2222 


New 


Bic 





Exbrook 


power generation plant. The atomic 
by-products will give rise to new in- 
dustries as well as the abundant sup- 
ply of power. Lincoln is rapidly de- 
veloping into the retail capital of the 
plains states. Television is the one 
medium that reaches this entire area’s 
retail potential. Nebraska has been 
blessed with good television operation 
from all of its outlets so that television 
has become a major source in the 
Nebraska economy.” 

At McCook Komc, channel 8, op- 
erates as a satellite of KcKT Great 


Bend, Kan. 


Beef Market 

North Platte, in Lincoln County, 
calls itself Buffalo Bill’s home town. 
Center of a rich cattle-raising and 
farming area, the city is the market- 
ing point for much of the beef raised 
in the Nebraska sand hills. Popula- 
tion of the county is estimated at 31,- 
000 and effective buying income at 
$53 million. 


Television station in North Platte 
is KNOP-TV, channel 2. It is owned by 
North Platte Television, Inc., with 
Rich C. Clarke president (3.91%), 
Edwin H. Burnham vice president 
(4.69%), and a number of other 
stockholders. The station went on the 
air Dec. 15, 1958, and telecasts with 
25.9 kw power. It is an NBC-TV af- 
filiate. Bob Riedy is general manager, 
Howard Morgan Jr. sales and opera- 
tions manager, and Hal Holman Co. 
represents the station nationally. 

“We have great hopes for KNOP-TV 
in the future,” says manager Riedy. 
“The city of North Platte is consid- 
ered by many to be the ideal place for 
growth of industry in the state. North 
Platte’s transportation _facilities 
(highway 30, the Union Pacific main 
line and Frontier Airlines) makes it 
a natural for shipping products. It 
has the power available and the water 
resources to accommodate any indus- 
try. This, coupled with the natural 
agricultural trade center that it is, 
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REPORTING! 


Only Omaha Station with 
professional meteorologist 


wow-Tv 


Channel Omaha 


call Blair-TV 


A MEREDITH STATION 











conquers 
mountains 





And, some day, man 
will also conquer cancer. 
With your help. 


Guard your family... 
fight cancer with 
a checkup and a check 


= AMERICAN CANCER SOCIETY 
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Nebraska State Capitol building in Omaha 


gives us confidence that North Platte 
and KNoP-TV will make great forward 
advances in the years to come.” 
Omaha, with 436,000 people in its 
metropolitan area, is the largest city 
in the state. More than 98 per cent of 
the land surrounding the city is agri- 
culturally productive, giving the city 


| its proud title of “Agricultural Capi- 


tal of the World.” 

The Union Stockyards in Omaha 
handled nearly six million ahead of 
cattle, calves, hogs and sheep in 1957, 
supplying 19 meat-packing plants in 
Omaha and meat packers in 183 other 
cities. Food processing is Omaha’s 
largest industry, and meat packing is 
the largest division in dollar volume. 

In addition, Omaha is an important 
insurance and financial center, an im- 
portant wholesaling point, a transpor- 
tation crossroads and the retail trad- 
ing center for 11 Nebraska and seven 
western Iowa counties. 

The city has three television sta- 
tions: KETV, channel 7; KMTV, chan- 
nel 3, and wow-Tv, channel 6. 

KETV, at 27th and Douglas Sts., is 
owned by the Herald Corp., which is 
a wholly owned subsidiary of the 
World Publishing Co., publisher of the 
Omaha World-Herald. Ben H. Cow- 
dery is president, and Eugene S. 
Thomas vice president and general 
manager. Robert O. Paxson is sales 
manager. 

The station went on the air Sept. 


17, 1957, and telecasts with 316 kw 
power. It is an ABC-TV affiliate and 
is represented nationally by H-R Tele- 
vision, Inc. 

“A national trade publication has 
named Omaha ‘a business hot spot,’ ” 


says Mr. Thomas. “The Omaha busi- 
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FARM NEWS! 


The only station in this rich 
agricultural market with a 
complete farm department! 


Wow-TV¥ 
Channel Omaha 


call Blair-TV 


A MEREDITH STATION 
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UNIQUE 








ness picture is booming. New construc- 
tion is in evidence throughout the 
city. Jobs are plentiful and the stand- 
ard of living high. Television is a vital 
part of Omaha with three stations of- 
fering the programs of the three 
major networks. As for KETV, the sta- 
tion is here to serve the people—with 
good entertainment, information and 
public service.” 


lation growth of the country, and with 
the improving diets of the people, 
Omahaland has an ever-improving de- 
mand for its basic products. In addi- 
tion, the midwest is diversifying. At 
Omaha, for instance, we have the 
Strategic Air Command headquarters. 
SAC spends more than $50 million a 
year in the area. Recently we opened 
a Western Electric plant which has 40 


Ww KMTV, 2615 Farnam St., is owned acres of factory under one roof and 
AN SS by May Broadcasting Co., with Ed- will employ 4,000. 
SS \ ward W. May president, Owen L. Sad- “Television is ideally suited to serve 
FOR “SS dler executive vice president and gen- 


COMMUNITY 
SERVICE! 


Two-time Peabody 
Award winner! 


Wow-TV 











eral manager, and Arden E. Swisher 
general sales manager. 

The station went on the air Sept. 1, 
1949, and went to maximum 100 kw 
power in the spring of 1953. An NBC- 
TV affiliate, KMTV is a pioneer in the 
area, claiming many firsts, including 
the initial colorcasts in the midwest 
with live color in September 1955. The 


midlanders, who are essentially home- 
bodies. There are no mountains or val- 
leys to create signal problems. As a 
result, the tv picture goes out full 
circle without interference or distor- 
tion. Meanwhile, newspaper circula- 
tion is static or even declining in the 
midwest. The counties surrounding 
Omaha rate among the highest in the 
country with respect to tv penetration. 











Ay station is represented nationally by | More and more, our people depend 
nd Channel Omaha Edward Petry & Co. on tv not only for their entertainment 
- but also for their news.” 

a call Blair-TV Tremendous Growth Scottsbluff, in western Nebraska, 
29 ute ae has a television station, KSTF, channel 
- A MEREDITH STATION © Sane Se ete - itovttien fe 10, which is a satellite of KFBC-TV 
1si- Omaha 10 years ago this area has ex- 

a | perienced the most tremendous growth = - — 

—~ 1,177,172 Square Miles in its history,” says Mr. Saddler. 

: “Television has been a definite partner | 

7,500 Accounts in this growth, working closely with | a} oe i Le 
' " the Chamber of Commerce, the Omaha _ | 

| 1,000 Advertising | Industrial Foundation, United Com- | - 


HAT'S the eleven western states. 

And a media salesman must move 
fast to cover his prospect list. Not much 
time to pioneer new accounts. 


He needs help. Help from Western Ad- 
vertising, the magazine that western 
advertisers and agencies look to for 


munity Services, etc. The productive 
partnership will certainly continue.” 
wow-tv, Insurance Building, is 


| owned by the Meredith Publishing 


Co., with Fred Bohen president, E. T. 
Meredith vice president and assistant 
secretary, Payson Hall director of 
radio and television and treasurer, and 
C. Alfred Larson assistant director of 
radio and television. 


—S==—_—_ 
Bz 


— = 





FOR 


MOVIES! 


Frank P. Fogarty is vice president 
Dien. . garty P : - 
ak pay epg an | and general manager, Fred Ebener Only Omaha station with 


articles. For the full story on WA and | eis maneept, sae yaa Ferrin’ | so many of the Hollywood 
how it can help you—as it helps its _ bey ao Sa — . : giants... MGM, Columbia, 
readers—call or write one of our offices. | Sg ee ee 20th Century-Fox, R-K-O! 


nationally by Blair-Tv 
wow-TV 


WOwW-TV went on the air Aug. 29, 
Omaha 


Western Advertssing 


for Western Attitudes 
| it has achieved many firsts. 


1949, and telecasts with maximum 
power of 100 kw. Asa pioneer station, | 


| Channel 





San Francisco we Los Angeles “The Omaha television market is r Blair-TV 
Now York - Chicago | in the heart of the country’s finest | us - 
) W\A ! agricultural and livestock area,” says A MEREDITH STATION 
= | Mr. Fogarty. “With the assured popu- | 
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Cheyenne, Wyo. 

In summary the entire Kansas-Mis- 
souri-Nebraska country is the heart- 
land of one of the nation’s richest 
agricultural and industrial areas. Its 


rate of growth in economic value is 
far beyond the national average and 
the promise of its future is such that 
an even brighter picture may be con- 
fidently predicted for the years ahead. 





NEBRASKA MARKET 





































DATA BY COUNTIES 


—E€ffective Buying Income— Total 
Net Retail Auto- 

Dollers Per Per Sales Food motive Drugs 
Counties letion ($000) Capita Family ($000) ($000) ($000) ($000) 
ee 33.0 48,542 1,471 5,056 44,982 9,700 7,915 1,343 
Antelope 10.5 14,907 1,420 4,517 13,750 2,025 3,680 252 
Arthur 7 1,304 1,863 6,520 413 _ _ _ 
Banner 14 2,898 2,070 7,245 15 _ _ _ 
Blaine 10 1,784 1,784 8,920 2,432 908 621 _ 
Boone ... 10.1 13,205 1,307 4,553 9,052 1,657 1,321 322 
Box Butte 12.8 21,661 1,692 5,854 18,261 3,931 3,263 675 
_— — 4.8 6,352 1,323 4,537 6,298 972 1,451 113 
Brown 5.2 8,765 1,686 5,478 4,676 1,024 1,102 162 
Buffalo 26.1 40,202 1,540 4,903 35,113 5,105 6,165 1,145 
Burt 10.8 17,595 1,629 5,332 15,858 3,122 2,359 334 
Butler 114 14,897 1,307 4,381 10,270 2,393 1,020 296 
lass 17.6 27,0138 1,535 4,825 17,163 4,939 3,075 $71 
Cedar 13.3 18,559 1,395 5,155 12,616 2,458 2,288 388 
Chase . 4.6 7,689 1,672 5,492 5,364 1,069 1,446 258 
Cherry .-... 8.4 14,157 1,685 5,663 12,066 2,097 2,406 3838 
Cheyenne .........-..- 17.2 34,845 2,026 6,701 25,000 5,368 5,299 645 
9.2 12,760 1,387 4,116 8,437 1,298 654 155 
10.9 18,491 1,696 5,439 16,000 2,822 2,994 301 
12.7 18,858 1,485 5,238 15,561 2,353 2,143 479 
17.6 26,796 1,523 4,962 16,941 3,772 2,063 632 
12.0 17,039 1,420 4,868 13,705 4,472 1,138 347 
9.0 15,086 1,676 5,587 11,738 2,840 2,204 367 
21.0 34,083 1,623 5,244 28,622 4,759 5,762 937 
3.3 6,422 1,946 6,422 5,488 854 519 135 
9.1 12,277 1,349 4,547 8,006 1,267 982 285 
30.4 53,309 1,754 5,440 48,477 8,873 6,017 839 
332.3 638,327 1,921 6,264 480,087 100,099 90,807 17,436 
DP sve 4.0 6,056 1,514 5,505 3,98. 1,031 950 161 

Fillmore 8.7 12,341 1,419 4,114 12,986 2,119 1,969 57 
Franklin 64 8,688 1,358 4,344 6,090 1,284 1,143 170 
Frontier .. 5.1 7,877 1,545 5,626 3,647 293 649 138 
Furnas 91 13,304 1,462 4,435 12,676 2,049 1,873 434 
Gage ... 26.8 39,420 1,471 4,928 34,179 7,206 6,726 1,020 
Garden . 3.5 5,886 1,682 5,351 3,979 635 740 133 
Garfield 2.9 3,998 1,379 4,998 3,912 821 930 104 
OS eee 2.5 4,274 1,710 6,106 872 203 91 34 
IN -scahighchbanabandthicn 1.1 1,966 1,787 9,830 1,511 355 197 50 
Greeley 5.7 7,372 1,293 4,608 5,663 887 450 237 
{ eS 39.1 66,344 1,697 5,394 53,786 10,893 7,855 2,432 
Hamilton 8.7 14,187 1,631 4,892 9, 2,005 1,623 145 
Harlan .... 5.5 9,879 1,796 5,811 3,794 841 812 105 
Hayes .... . 2.1 3,913 1,863 7,826 694 179 _ _ 
Hitcheock 5.0 8,032 1,606 5,355 5,150 893 507 133 
i 14.8 18,108 1,224 4,311 13,631 2,672 3,542 484 
Hooker 1.2 1,572 1,310 5,240 2,024 103 546 95 
Howard 6.7 10,107 1,509 4,594 6,659 979 1,262 101 
Jefferson 13.5 19,633 1,454 4,462 14,777 3,238 2,558 410 
Johnson .... 6.1 8,889 1,457 4,678 6,835 1,146 1,648 311 
Kearney .. 6.3 9,473 1,504 4,737 5,400 1,674 914 191 
Keith -.... 8.1 16,622 2,052 6,393 14,357 3,099 2,938 270 
Keya Paha 2.1 2,616 1,246 6,540 908 209 127 _ 
Kimball 6.1 13,319 2,183 7,835 8,341 2,156 1,648 189 
ene 14,1 22,817 1,618 5,433 14,508 2,936 2,560 460 
Laneaster .............. 145.0 280,619 1,936 6,075 194,620 34,865 27,888 7,597 
Lincoln 31.0 53,071 1,712 5,646 37,900 7,384 5,382 1,445 
Logan 1.3 2,165 1,665 5,413 908 184 _ _ 
Loup " 13 1,836 1,412 4,590 419 29 77 39 
McPherson 7 1,102 1,574 5,510 93 16 _ — 
Madison .. 26.2 38,409 1,466 4,801 43,009 8,078 7,577 853 
Merrick 8.1 12,977 1,602 4,991 10,847 1,988 1,020 259 
Morrill - 7.7 11,040 1,434 5,018 7,754 1,844 800 224 
Se 6.2 7,263 1,171 4,272 5,211 912 932 174 
Nemaha 11.0 17,164 1,560 5,201 10,212 1,951 2,345 420 
Nuckolls - 9.6 13,550 1,411 4,839 11,025 2,437 2,377 315 
Otoe 17.6 27,894 1,585 4,894 24,902 5,347 5,198 568 
Pawnee . 5.7 8,161 1,432 4,081 3,814 1,130 381 185 
Perkins 4.2 7,794 1,856 6,495 4,339 935 846 217 
Phelps 10.0 16,963 1,696 5,301 22,909 3,699 5,777 534 
Pierce 8.6 12,380 1,440 4,762 8,005 1,377 1,489 124 
Platte 24.5 34,379 1,403 4,775 33,138 7,437 4,640 888 
Polk .... 8.1 14,162 1,748 5,447 8,943 1,466 915 295 
Redwillow 12.9 21,564 1,672 5,391 20,742 4,598 4,442 576 
Richardson 15.0 24,271 1,618 5,056 17,377 3,486 3,031 529 
Roc 2.9 4,071 1,404 4,523 3,561 477 47 
Saline 13.1 20,947 1,599 4,655 17,358 3,353 4,477 607 
Sarpy .-...- 28.7 49,190 1,714 7,342 13,302 3,874 2,672 455 
Saunders .. 17.1 29,125 1,703 5,295 21,859 5,643 4,718 563 
Seotts Bluff 35.5 57,469 1,619 5,422 50,345 10,419 10,197 1,417 
ge FE ERIE. 13.1 19,866 1,516 4,845 14,506 3,313 2,253 438 
Sheridan 95 17,070 1,797 6,096 12,786 2,331 2,488 423 
Sherman 6.6 8,765 1,328 4,869 5,479 1,230 468 100 
Sioux 3.2 4,865 1,520 6,081 565 43 93 33 
Stanton 6.1 9,700 1,590 5,289 3,423 992 320 193 
, ee. Sees 9.7 13,719 1,414 4,573 10,024 1,902 997 277 
Thomas 1.2 2,333 1,944 5,833 97 166 _ 149 
TEIN... nceninnnthones 8.5 12,558 1,477 5,233 7,635 1,301 1,068 127 
Valley ........ 6.9 9,003 1,305 4,502 8,265 1,793 789 299 
Washington 12.0 19,513 1,626 5,274 11,162 2,990 1,717 221 
Wayne 10.2 17,428 1,709 6,010 10,292 2,170 2,750 225 
Webster . 5.7 B.565 V27K 9,394 2,334 1,214 188 
Wheeler - - 1.4 1,468 1,049 4,893 631 152 — én 
ae 14.7 22,797 1,551 4,850 19,132 2,566 4,426 425 
The figures in the above table are reprinted with permission of Sales Manag tM i the 
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Film Producers 


Alexander Film Co, 2932 Andover, 
St. Louis. 


American Films Co., 418 Olive St., 
St. Louis. 

Jack Anderson Prod., 5642 Burdette 
St., Omaha. 


Arthur H. Baebler, 2932 Andover, St. 
Louis. 

Basore-Longmoor, 1207 Grand Ave., 
Kansas City, Mo. 

The Calvin Co., 1105 Truman Rd., 
Kansas City, Mo. 

Centron Corp., West Ninth at Avalon 


Rd., Lawrence, Kan. 


Century Recording Studios, 1238 


Penn, Kansas City, Mo. 
Christensen-Kennedy Prod, 2824 Har- 
ney St., Omaha. 


H. F. Chenoweth Films, 9680 N. 30th, 
Omaha. 


Chulack Prod. Corp., 4749 McPher- 
son, St. Louis. 

Cine-Graphic Film Lab, Inc., 1720 
Olive St., St. Louis. 

Condor Films, 1006 Olive St., St. 
Louis. 

Walter S. Craig, 4315 Burt, Omaha. 

Damon Recording & Film Studios, 
117 W. 14th, Kansas City. 

FMB Productions, 5420 Lillian, St. 
Louis. 

Charles Guggenheim & Assoc., 3330 
Olive St., St. Louis. 

Hardcastle Film Assoc., 7319 Wise, 
St. Louis. 

Industrial Film Labs, 
Louis. 


Kleiman Productions, 7815 Milan St., 
St Louis. 


3333 Iowa, St. 


Louis Studna Films, 3214 Gillham 
Rd., Kansas City, Mo. 

Art Muller, 601 Terrace Dr., Wichita. 

Paddock Productions, 1829 East 48th 
St., Kansas City, Mo. 

Premier Film and Recording Corp., 
3033 Locust St., St. Louis 

Technisonic Studios, 1201 S. Brent- 
wood Blvd., Brentwood, Mo. 

United Film Service, 2449 Charlotte, . 
Kansas City, Mo. 











biggest 
Sales 
picture 


in 
Kansas 


The Tall Tower at Broadcasting House 


And a mighty big picture it is. Survey after survey, KCMO-TV has 
more quarter-hour firsts (according to ARB and Nielsen) than any other 
station. 


Operating from the Broadcasting House communications center, 
KCMO-TV reaches its dominant-sized audience in the million-population 
Kansas City market by the best way possible. By broadcasting at maxi- 
mum power from the U. S. A.’s tallest self-supported tower. Your mes- 
sages are delivered with more electronic impact than on any other 
television station in the region. 


Why not give your sales the big picture in Kansas City? Do it with 
Mid-America’s No. 1 station in size of audience, picture clarity, sales 
success. 


CBS Television Joe Hartenbower, V. P. & G. M. 
” Network Sid Tremble, Station Manager 
Channel 5 


KANSAS CITY KCMO KCMO-TV The Katz Agency 
WHEN-TV The Katz Agency Represented nationally by Katz Agency 
KPHO-TV The Katz Agency Meredith Stations Are Affiliated With 
wow-TV John Blair & Co.—Blair-TV BETTER HOMES and GARDENS and 
John Blair & Co. SUCCESSFUL FARMING Magazines. 
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KAKE-TV wicnita 
and 


the golden K network 
serves 


70% 
of the T 


in Kans 


the golden 




















network 


KAKE-TV: CENTRAL AND SOUTH KANSAS 
Represented by The Katz Agency KTVC: SOUTHWEST KANSAS 


pee KAYS-TV: NORTHWEST KANSAS 
Ss PLUS BONUS COVERAGE IN NORTHERN OKLAHOMA 


= 
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Film (Continued from page 42) 


continue their rise as more markets 
are opened and as the practicability 
of bilingual transmission increases. 
SCHLANK HEADS NEW FIRM 

The formation of the World-Wide 
Television Sales Corp. has been an- 
nounced by Mel Schlank, formerly 
executive vice president of Gross- 
Krasne. The firm will be headquar- 
tered at 41 E. 42nd Street. Mr. 





MR. SCHLANK 


Schlank is president. 

Robert Brown has been appointed 
executive vice president and general 
sales manager. Robert DeVinney has 
been named vice president in charge 
of the western division and will be 
headquartered in Chicago. Joe Mada- 
lena has been appointed account ex- 
ecutive. 

The firm is distributing Major 
League Baseball Presents, 26 one- 
hour programs of the 26 best games 
of the season. The series is being pro- 
duced by Peter DeMet Productions 
in cooperation with major-league 
baseball and the 16 major-league 
clubs. Other properties to be distrib- 
uted will soon be announced. 


PROGRAMS ... 

You Asked For It, which ends a 
nine-year run for Skippy peanut but- 
ter on the ABC-TV network on Sept. 
27, has been acquired in part by 
Bing Crosby, Kenyon Brown and as- 
sociates. The Crosby-Brown group 
bought the interest of the late Wayne 
Steffner and will operate in partner- 
ship with Cran Chamberlin, creator 
of and partner in the property. Plans 
for the 102 stanzas include re-runs on 
Kcop Los Angeles and eventual na- 
tional syndication. 

Filmaster Production, Inc., has 
taken over production of Death Val- 


Advertising Directory of 


_ SELLING COMMERCIALS 





| Gillette Safety Razor Co. ¢ Maxon, Inc. 





UPA PICTURES, INC., Burbank 


National Biscuit Co. « McCann-Erickson 





GIFFORD ANIMATION, INC., New York 





Lion Oil Co. ¢ French & Shields 


— 








FRED A. NILES PRODUCTIONS, INC., Chicago 


Nationwide Insurance « Ben Sackheim 





~ 


WONDSEL, CARLISLE & DUNPHY, INC., New York 


’ ) | “~. 





MDU ¢ Ken Nelson & Associates 





| / 
| BANDELIER FILMS, Albuquerque 


N‘w’st’n Mut. « Miller, Mackay, Hoeck & Hartung 





RAY PATIN PRODUCTIONS, Hollywood 





Minute Maid Orange Juice « Ted Bates 






CARAVEL FILMS, INC. New York 





Par-Tile « Porter Advertising 





SRS 
TV CARTOON PRODUCTIONS, San Francisco 
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ley Days from McGowan Produc- 
tions, it was announced by David VY. , 


SELLING COMMERCIALS | Site: ors snd. Cheniat Cop 


sole owner of the series. The move 





Advertising Directory of 

































was made in order to “invest DVD 





pushed Filmaster-produced Gun- 
smoke and Have Gun, Will Travel to 
the top of every national rating sys- 


| 
| with the production values that have 
| 


Pharmaceuticals, Inc., « Parkson Adv. Schlitz Beer ¢ J. Walter Thompson 


tem.” Hired to produce the series 
was veteran Nat Perrin, who plans 
to liven up the old timer with name 


guest stars, top writers and leading 
directors, and location shooting. The 


iGERTTO. 
= only holdovers from the former staff 
= will be story editor Ruth Woodman, 

MPO TELEVISION FILMS, INC., New York | Stanley Andrews, the narrator-host, 


and Rosemary DeCamp, who does 


E : 
NATIONAL SCREEN SERVICE CORP., New York 





| the commercials for Borax. 
Negotiations with two outside 


Ziv for two future series: a Mickey 
Rooney starrer, to be produced by 
Fryman Enterprises, and a mystery 
show based on the history of a fa- 
mous female FBI agent, to be done 


Renault « Needham, Louis & Brorby Shell Oil Co. » J. Walter Thompson packagers have been concluded by 
by Rox Productions . . . MCA-TV 
is ready to go with the Johnny Mid- 


~~ 
—_— 
RENAULT 
Dauphine 
night series, which will star Edmund 


PANTOMIME PICTURES, INC., Burbank FARKAS FILMS, INC., New York | O’Brien. The agency will push for 
a January network sale . . . Taping 
is under way at the Centaur Studios 
of Scene of the Crime, new mystery 
Reynolds Wrap » Lennen & Newell Strohl Brewery Co. Zimmer, Keller & Calvert panel show produced by Georgetown 
Film Productions . . . Jayark Films 
reports two new series, Trapped and 
Birthright, on their agenda . 

David Harding, Counterspy is in the 








process of being filmed by Bernard 
L. Schubert, Inc., at the Goldwyn 


Bf UV. S. T25TRIO SU. : 
RPOT Sau4e YilBIBY Studios. Two other Schubert con- 










tenders, Alexander The Great and 
The New Adventures of Mr. and Mrs. 


ANIMATION INCORPORATED, Hollywood : . 
North, are set for early production. 


KLAEGER FILM PRODUCTIONS, New York 





COMMERCIAL CUES... 
Sal Hepatica * Young & Rubicam Sweets Company of America The great increase in tv entries 
at this year’s International Adver- 


tising Film Festival at Cannes has 


rangements for the 1960 Festival. 
Separate juries will view the tv and 
cinema commercials, although they 
<" > will probably combine their opinions 


fiscd ha Sj f in the final selection of prize winners. 
GRAY-O'REILLY STUDIOS, New York TERRYTOONS, A Division of CBS Films Inc. It is probable that only black-and- 


white entries will be accepted in the 





(Continued on page 94) 
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prompted a few changes in the ar- [= 





“M'SIEUR DuPRADE, 
HOW WAS THE 
CLIMATE AT CANNES?" 





Piel Bros., 1969 
Tres Americain, mais definitement. “American entries scored a sweeping victory at the sixth annual Cannes 
international Advertising Film Festival,""said Advertising Age. One of the big awards", it reported, went to 
“Hockey Player," the Piel Bros. film commercial starring Bert and Harry Piel and Philipe DuPrade, fractured- 
French hockey ace. Agency: Young & Rubicam, Inc. Film producer: Terrytoons. Moral: You'll find just the right 
climate for all of your film commercials at prize-winning, internationally-renowned Terrytoons. Naturellement! 
TERRYTOONS, A Division of CBS Films Inc., 485 Madison Avenue, New York 22, New York. Call PLaza I-2345. 








*First prize for live action or animation not longer than 60 seconds. 








‘TV FILM TRAFFIC SERVICES 


OPTICAL EFFECTS 
AND ANIMATION 


Advertising Directory of TV SERVICES 


FILM EQUIPMENT 












BEKINS FILM SERVICES 


Distribution—Inspection—Grading & 
Cleaning—Repairing & Rejuvenation— 
Scratch Removal—Protective Coating— 
Editing—Commercial Insertions—Storage 

1025 N. Highland Ave., Hollywood 38, Calif. 
HOllywood 9-818! 








BONDED T. ¥. FILM SERVICE, INC. 
630 Ninth Ave., New York 36, N. Y. 
JUdson 6-1030 
Chicago: 1301 S. Wabash, WA 2-1629 
L.A.: 8290 Santa Monica Bivd., OL 4-7575 
The nation's largest total film service 


for post-production needs 
SPEED @ SAFETY @ SATISFACTION 


K & W FILM SERVICE CORP. 
1657 Broadway, New York 19, N. Y. 
Circle 5-8080-1-2 
NE 4s cetanean cme Norman Witlen 
pO ee eee Ralph Koch 
OPTICALS ... TITLES ... SPECIAL 
EFFECTS ... SLIDE FILMS ... ANIMATION 
ANIMATION PHOTOGRAPHY 














VIDEART INC. 
343 Lexington Ave., New York, N. Y. 
LExington 2-7378-9 
Joe Zuckerman, Pres. 
Optical Effects—Titles 
Complete Animation Facilities 
Animation Consultants 








MODERN TELESERVICE, INC. 
New York Chicago Los Angeles 
OX 7-2753 DE 7-376! WE 3-5674 
_Modern facilities 
Trained personnel 
_Individual attention 
. in servicing tv after-production needs. 


TALENT AGENCIES 














MUSICAL COMMERCIALS 
AND TV BACKGROUNDS 


FOSTER-FERGUSON 
(Jean & Babs) 
141 East 44th Street, New York 17, N. Y. 
YUkon 6-4330 
A complete service, specializing in creative 
talent for tv. May we screen, from our vast 
resources of actors, models, etc., the types 
to fit your specific need. 





CAMERA EQUIPMENT CO. 
315 West 43rd Street, New York 36, N. Y. 
JUdson 6-1420 
RENTALS — SALES — SERVICE 
Motion picture and television equipment 
. . « lighting equipment . . . generators 
. . . film editing equipment . . . processing 
equipment. 











S. 0. $. CINEMA SUPPLY CORP. 
New York City: 602 West 52nd Street, PL 7-0440 
Hollywood, Calf.: 6331 Hollywood Bivd., HO 7-2124 
SALES @ RENTALS @ SERVICE 


The world's largest source for film pro- 

duction equipment: Producing, Lighting, 

Processing, Recording, Projection, etc. 
Send for our huge 33rd Year Catalog 








TELEPHONE ANSWERING © 


7 











TELEPHONE MESSAGE SERVICE 


222 E. 56th St., New York, N. Y. 
PLaza 9-3400 


Let us be your New York office. 
24 hours, 7 days a week, service 
specializing in tv and radio industry 











FAILLACE PRODUCTIONS, INC. 

59 East 54th Street, New York 22, N. Y. 
Eldorado 5-1752 
President—Tony Faillace 
Created & Produced: Maxwell House Cof- 
fee, Ford, Peter Paul Mounds, Parliament 
Cigarettes, Ponds, Phillies Cigars, Post 
Cereals, Tide, NAB, etc. 





LIGHTING 











INSURANCE 


CHARLES ROSS, INC. 
333 West 52nd Street, New York 19, N. Y. 
Circle 6-5470 
LIGHTING, GRIP EQUIPMENT, 
PROPS AND GENERATORS 


For Motion Pictures and Television 


SALES @ SERVICE @ RENTALS 





FASHION COORDINATOR 











JOAN BARNES 
72 E. 79th Street, New York 21, N. Y. 


Stylist of backgrounds, fashion coordina- 
tor of programs and tv commercials and 
designer of set interiors. 











JEROME J. COHEN, INC. 
(Jerry & Ron) 


225 West 34th St., New York I, N. Y. 
CH 4-3127-8 


RARE AND UNUSUAL COVERAGES 
OUR SPECIALTY 





TRANSCRIPTION AND 
RECORDING SERVICES 


; 
j 


COLLECTION AGENCIES 











ANIMALS AND | 
ANIMAL DRAWN VEHICLES 


REEVES SOUND STUDIOS 


304 East 44th Street, New York 17, N. Y. 
ORegon 9-3550 


Complete transcription and film 
recording facilities. 














STANDARD ACTUARIAL WARRANTY CO. 
220 West 42nd Street, New York, N. Y. 
Collections 
For the Industry 
All over the world 
Serving radio, tv and film accounts 
No Collections — No Commissions! ! 











CHATEAU THEATRICAL ANIMALS 
608 West 48th Street, New York, N. Y. 
Circle 6-0520 
“FROM A FLEA TO AN ELEPHANT— 
FROM A GOAT CART TO A STAGECOACH” 
Our animals have never failed to perform 
Our handlers are competent 
Our stock is immaculate 








SCREENING ROOMS 


TROPHIES & AWARDS 





| RA Co 
PREVIEW THEATRES, INC. CUSTOM TROPHY MFG. CO. 
1600 Broadway, New York 19, N. Y. 5017 W. Exposition Blvd. 
Circle 6-0865 Los Angeles 16, Calif. 
oe William B. Gullette Sales Incentive Awards 


16mm, 35mm; magnetic or optical; all 
interlock combinations. [Editing equip- 


ment and facilities. Film storage vaults. 
All facilities available 24 hours a day. 














Trophies, Plaques, Etched Plates, 
Engravings, Medals and Service Pins 
Buy Direct from the Manufacturer. 

Write for Free Catalog. 
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Washington Memo 


CATV DILEMMA. Although it is 
probably too late for enactment of 
any legislation in the current session 
of Congress, the recent hearings on 
community tv systems and vhf boost- 
ers provided a documentary basis for 
laws on this increasingly important 
subject to broadcasters, perhaps next 
year. All pending legislation is car- 
ried over from the first to second 
sessions of the current Congress. 

There is considerably more en- 
thusiasm for legislation now in the 
Senate than in the House, and it is 
possible that the Senate may even get 
around to passing laws at this ses- 
sion te legalize boosters and bring 
community antenna tv systems (catv) 
under control of the Federal Com- 
munications Commission. 

With Congressional adjournment 
tentatively scheduled for around La- 
bor Day, depending on actions of the 
Democratic leadership, there ap- 
peared little likelihood that both 
houses could pass such legislation 
this year. The House Commerce 
Committee, which would be required 
to conduct hearings on the subject 
even if the Senate should pass it this 
year, indicated little interest in hear- 
ings now, but a spokesman expressed 
the view that it could be brought up 
“seriously” next year. 

When the House does get around 
to holding hearings, it will have be- 
fore it three weeks of extensive testi- 
mony on the subject, with spokes- 
men from all viewpoints going on the 
record before the Senate communi- 
cations subcommittee headed by 


Senator John O. Pastore (D-R.I.). 


WESTERN WRANGLE. Up for con- 
sideration by the Senate group was 
S-1886, sponsored by Senators Frank 
E. Moss (D-Utah) and James E. 
Murray (D-Mont.). It is in the west- 
ern states that the problems of com- 
munity systems and boosters make 
their greatest impact. Key section 
of the bill would empower the FCC 
to determine that a catv system is in 
the public interest “with regard for 





the desirability of encouraging and 
maintaining local tv stations which 
will provide locally originated pro- 
grams in the areas served.” 

Former Senator Ernest W. Mc- 
Farland (D-Ariz.), chief owner of 
KTVK Phoenix, was chief spokesman 
for the catv operators, saying that 
more than $100 million had been in- 
vested by catv operators and the 
public in community systems, which 
serve about 2.5 million persons. 

On the question of boosters, Mr. 
McFarland urged that the commis- 
sion be given jurisdiction over them, 
but only to the extent that the stand- 
ards of their operation be reviewed to 
protect local stations, catv sta- 
tions and translators from. interfer- 
ence from the boosters. 

On behalf of local stations, NAB 
president Harold E. Fellows said that 
catv operators should be required to 
get permission from the local broad- 
casters for their signals and should 
also be required to carry programs 
of the local tv station when requested 
to do so. 


HEATED EXCHANGE. But it was 
FCC chairman John C. Doerfer who 
provoked the greatest controversy 
with his assertion that under a free 
broadcasting system no segment of 
that system should be protected from 
economic competition. It was in 
elaboration of his earlier statement 
that the FCC does not have and does 
not want regulatory authority over 
catv. 

Senator Gale McGee (D-Wyo.), a 
staunch supporter of local stations in 
a state with a large number of catv 
systems, bristled at Mr. Doerfer’s 
statement, accusing the FCC of 
“shirking its responsibilities” and 
Mr. Doerfer of making administra- 
tive decisions without the formalities 
of public hearings. 

Senator Pastore also took excep- 
tion to Mr. Doerfer’s comment that 
he could not speak for the entire 
commission. Only after the Senator 
threatened to subpoena each commis- 


sioner individually and even to re- 
view the entire Communications Act 
did Mr. Doerfer modify his statement 
to the point of declaring that, as 
chairman, he could issue a prepared 
statement on behalf of the entire com- 
mission but could not answer ques- 
tions for the FCC as a whole. 

Far from satisfied, the Senators 
fired such questions at Mr. Doerfer 
as whether the FCC would formally 
authorize all present boosters or 
whether it would refuse to certify any 
catv system on the grounds that it 
represented a hazard to local stations. 


Mr. Doerfer ducked them. 


DOERFER’S VIEW. The chairman 
expressed the position that addi- 





tional legislation is necessary to give 
the FCC authority over boosters, and 
flatly opposed the suggested provision 
that the FCC be required to make a 
determination that a catv system 
would not be a hazard to a local 
station. 

Mr. Doerfer also stated that the 
chances of success for a station de- 
pended on many factors other than 
the presence of a catv system, and 
that this factor should not be singled 
out for legislative protection. To do 
so, he said, would by no means as- | 
sure the success of a station. 

The chairman also remarked that 
catv operators should be required to 
conform to all rebroadcast require- 
ments of stations everywhere. This, 

(Continued on page 94) 







August 10, 1959, Television Age 93 





Film (Continued from page 91) 

tv division. However, there is a pos- 
sibility that a separate category for 
color commercials will be created. 
Also under consideration by Festival 
officials is a reduction in the number 
of entries permitted a single competi- 
tor. 

Also on the festival front (but far 
from the sunny Riviera): a 13-min- 
ute animated film originally pro- 
duced by Transfilm for Standard Oil 
of New Jersey is being shown daily 
at the American National Exhibition 
in Moscow. Conceived as part of Jer- 
sey Standard’s 75th anniversary 
television show, the film has been 
dubbed in 10 different languages, in- 
cluding Russian. 

Mobile Video Tape Productions 
covered the launching of the world’s 
first atomic-powered merchant ship, 
the Savannah, and delivered a live- 
quality commercial for the Texas Co. 
a few hours later. The Texas Co. 
furnished special lubrication for the 
$41-million vessel. 


Leo Weiner, former head of Dee 
Jay Productions, has joined MGM- 
TV as sales representative for the 
commercial production department. 
He will represent both the Culver 
City operation and the new studios to 
be located at 550 Fifth Ave. in New 
York . . . Also planning new facili- 
ties in New York is Filmways, Inc., 
which will open a giant videotape 
and film center at 127th St. and Sec- 
ond Ave. in September. The opening 
of the studios will be held in con- 
junction with Mayor Robert Wag- 
ner’s plan to bring the television and 
movie industry back to Gotham. 


TAPE... 

Ampex Corp. has established a 
new, wholly - owned subsidiary, the 
Ampex Military Products Co. The 
new company’s activities, under the 
direction of Robert L. Pappas, for- 
mer manager of the quality-control 
division, will be devoted to selected 
research and development work in 
the field of specialized magnetic tape 
recording for the U.S. Government 
ana for Government contractors. 





“AT K-7 G.E.’s TRANSMITTERS 
are their 
Most Important Product” . . 


"CAUSE 
WE 
JUST 
INSTALLED 


We wanted to make dang sure the 
people of the Golden Spread got a 
good look at the new K-7 .. . so in 
June, we installed a new General 
Electric transmitter. See your Bolling 
man for more details! 





KVII-TV 


AMARILLO, TEXAS 
C. R. **Dick’’ Watts 
Vice-Presid: id 
ie resident ond’ Gf 
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Giantview Television of Ferndale, 
Mich., has issued a rate card for its 
new mobile videotaping unit, which 





Peter Pan (Continued from page 37) 


other bra-and-girdle advertisers using 
the medium). After four weeks of 
video advertising, nearly two-thirds 
of all women who indicated they 
had seen or heard something about 
Peter Pan gave tv as the source. 

As in the previous examples, 
awareness of tv as the genesis of in- 
formation increased markedly in re- 
lation to the number of movies seen. 
Of those who had seen three or four 


~~ | movies, 80 per cent had learned of 


| Peter Pan through tv. Almost 70 
per cent of those having seen one or 
two movies credited television as 
their knowledge source. 

While the Peter Pan marketing pro- 
gram necessitates use of cooperative 
advertising this fall, the company 
evidently impressed by the “test” 
results—is reportedly planning a sim- 
ilar spot campaign to be placed 
through its agency, Ben Sackheim 

| Co., in spring 1960. 














is available for use anywhere in 
North America. 


PERSONNEL ... 

Ziv Television Programs, Inc., has 
created two new sales units and 
promoted six key sales executives in 
a move which is designed, according 
to Len Firestone, syndication de- 
partment sales manager, to “provide 
more effective servicing of television 
stations, advertisers and agencies.” 
Named head of the newly created 
southeastern division in Atlanta was 
John Davidson, formerly Ziv spot 





MR. DAVIDSON 


MR. KIRBY 


sales manager. Jerry Kirby, who has 
been with Ziv since 1956, most re- 
cently as sales manager of the Chi- 
cago division, has been appointed 
chief of the second new division which 
will be headquartered in New York. 
Other Ziv personnel switches in- 
clude: Stuart Halliday, promoted 
from division manager of radio sales 
to sales manager of the Chicago 
office; Allen Martini, former sales 
manager of the combined eastern di- 
vision, upped to sales manager of the 
11-state western division; John Louis, 


(Continued on page 104) 





Memo _ (Continued from page 93) 
he indicated, should offer the sta- 
tions some measure of protection. 

E. Stratford Smith, general coun- 
sel for the National Community Tele- 
vision Association, attacked the pro- 
vision that catv must receive permis- 
sion from a local station to rebroad- 
cast its signals. He said that broad- 
casters have no property rights nor 
copyright protection in their signals 
and urged that the FCC be en- 
powered to decide on a case-by-case 
basis whether a catv system would be 
in the public interest or would repre- 
sent a threat to the local station. 
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| Wall Street Report 





RISING COMPANY. To the number 
of independent tv station groups now 
operating must be added Capital 
Cities TV Corp. This company, whose 
securities are traded over the counter, 
promises to become as important as 
the others in the near future; it has al- 
ready doubled in price since it was 
originally issued two years ago. 

Lowell Thomas, the veteran broad- 
caster, globe trotter and booster of 
Cinerama, is the largest stockholder 
in Capital Cities with 194,000 shares, 
or 1814 per cent of the outstanding 
common of 1].1 million. Several other 
individuals prominent in public life 
were among the major shareholders 
in the corporation’s early days. 

The company owns three tv stations 
—WTEN Albany, WPRO-TV Providence 
and wtvp Raleigh-Durham. It also 
owns radio stations WROW Albany and 
wPRO Providence. However, the tv sta- 
tions are the major source of revenue, 
accounting for over 80 per cent of total 
income. All three stations are CBS-TV 
affiliates, 


CAPITAL HISTORY. Capital was 
started in 1946 under the name of the 
Hudson Valley Broadcasting Co., with 
Lowell Thomas the dominant figure. 
It initially acquired the Albany sta- 
tion, a uhf outlet. However, the sta- 
tion as then operating presented many 
technical problems and reception was 
not satisfactory, and the management 
requested and received permission to 
switch to a vhf channel for its Albany 
outlet, which it did. The switch was 
accompanied by a marked improve- 
ment in its profit picture. 

The company then purchased wtvp. 
Its telecasting facilities were expanded 
last year, and the station is now add- 
ing substantially to the company’s to- 
tal revenues. Almost at the same time 
that it acquired this station the com- 
pany secured a CBS affiliation. 

Finally, last April the company pur- 
chased the tv and radio station in 
Providence. This package unit, ac- 
quired by the issuance of approxi- 
mately 200,000 shares of stock, will 






nevertheless double the company’s rev- 
enues. 

Capital’s sales and earnings in its 
three years of public ownership are as 
follows: 1956—sales of $939,713, loss 
of $139,244; 1957—$1,787,496 in 
sales, loss of $68,624; 1958—a sales 
increase to $2,464,034 for a profit of 
$314,050, 27 cents per share. 


REVENUE POTENTIAL. Indications 
are that with the addition of the new 
units the company’s revenues in 1959 
should double to $4 million, with the 
earnings approximating the 50-cents- 
per-share level. Whether this rate of 
earnings can be expanded depends of 
course on the ability of the company 
to add new units to its organization. 
It is technically free to acquire five 
more radio stations and at least two 
vhf tv stations. Considering Mr. 
Thomas’ wide range of interests and 
the fact that the potential for inde- 
pendent station operators is improv- 
ing so rapidly, it’s likely that Capital 
will have some additions to its or- 
ganization before too long. 

The company has a five-per-cent 
promissory note for $6 million out- 
standing which is due in 1964 and an- 
other $1.5 million loan represented by 
six-per-cent subordinated debentures 
due the same year. There are warrants 
outstanding permitting purchase of 
214,286 shares of the common at $7 
per share, good until April 5, 1964. 

There is a second group of warrants 
outstanding authorizing purchase of 
18,000 common shares at $6 per com- 
mon share, good until Dec. 31, 1961. 
As of the beginning of this month the 
stock was quoted at 9 5 to 10 by the 
two brokerage houses that make the 
market in the stock, Harold Shore, the 
co-underwriter of the original issue, 
and W. W. Schroeder & Co. 

In connection with Capital’s future 
prospects, it is worth noting that in- 
dependent tv station operators have 
been in a relatively strong position 
the last few years. Westinghouse, 
Time, Inc., Taft and Storer have been 
tremendously successful and _profit- 
able. 
































































(Continued from page 38) 


Factor 


course, its two great advantages over 
network, contends Mr. Gross. “With 
our system of placements—and we 
use minutes, 20’s and ID’s—we can 
change our whole routine overnight,” 
he says. 

“With spot,” continues Factor’s ad- 
vertising director, “we can _ hit 
working girls, housewives, female 
members of family groups at all 
times of the day or evening to achieve 
maximum coverage of our consumer 
potential, something that can’t be 
done with a network show at the 
same time and on the same night each 
week, 

“Further, spot allows for concen- 
tration on a particular product in a 
particular market where such con- 
centration is necessary. We're sold 
on spot tv because we constantly see 
the immediate and gratifying sales 
results it produces when used prop- 
erly.” 

In the matter of proper use of 


CHECK Vand 


DOUBLE CHECK Y, 





WTHI-TV offers the 
lowest cost per thousand 
of all Indiana TV 
stations! 


One hundred and eleven 
national and regional 

spot advertisers know that 
the Terre Haute market is 
not covered effectively 

by outside TV. 


 WTHI-TV 


TERRE 
HAUTE 


INDIANA 
= SH 

S bented Nationally 
Bolling.co. 
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spot, Mr. Gross gives credit for much 
of the success of his company’s en- 
deavors in that direction to Factor’s 
advertising agency, Kenyon & Eck- 
hardt, Inc. K&E handles the cosmetics 
firm’s account out of its Los Angeles 
office, with Mr. Gross working closely 
not only with the agency’s staff in 
that branch but also with James S. 
Bealle, vice president in charge of 
television for Kenyon & Eckhardt in 
New York. 

“At some point,” concludes Mr. 
Gross, “we will be back in network, 
depending on a number of condi- 
tions, not the least of which would 
entail finding the right show or 
shows. Meanwhile, we find that spot 
is eminently right for us.” 
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Quintet (Continued from page 35) 
spending at the rate of $5 million 
yearly for numerous spot schedules 
and a brace of network programs. 
“We think,” said H. Kastor Kahn, 
“that Regimen will spend more in tv 
this year than any similar drug prod- 
uct.” 

When the agency acquired the drug 
firm’s account, the advertising em- 
phasis was placed on Sustamin, an 
arthritic remedy. Regimen, a reduc- 
ing tablet, was confined to mail-order 
ads in print media. 

“About four years ago,” said Mr. 
Kahn, “we took $5,000 for a three- 
month tv spot drive in Columbus on 
Regimen. The results were so gratify- 
ing that we ended up spending $60,- 
000 for the year. The budget quickly 
doubled and tripled to its present 
figure, largely through our success in 
spot.” 

Once the product had _ secured 
national distribution, the agency de- 
cided to add the promotional aspects of 
network tv. Regimen commercials ap- 
peared in Today, Jack Paar Show, 
Huntley-Brinkley news, American 
Bandstand and Keep Talking. “We 
learned what a premature move into 
network advertising could do quite a 
few years ago,” explained Mr. Chesley, 
“We had created our first important 
campaign for Blatz beer—I’m from 
Milwaukee, and I ought to know’-— 
and had helped raise the brewery 
output from 600,000 to 1.5 million 
barrels. Against our better judgment, 





but because the client insisted, we 
made a radio network buy of Duffy’s 
Tavern.” 

“What happened,” inserted Mr. 
Whitebrook, “was that, since Blatz 
did not have good national distribu- 
tion, the network show gave advertis- 
ing impact in markets where the beer 
had little penetration. Spreading the 
budget over those markets meant 
lessened impact in the previously 
strong areas. The brand lost ground 
on all fronts and—” 

“Agency and client came to a part- 
ing of the ways,” smiled Mr. Chesley. 
“Blatz was our first tv client, too. We 
bought participations in the Roller 


Derby shows about 1950. And we | 


used Broadway Open House with 
Jerry Lester late at night.” 

Asked about the respective merits 
of network and spot from a buyer's 
viewpoint, Beryl Seidenberg, who 
supervises all broadcast buying at the 
agency and places most of the video 
schedules herself, said, “Although you 
might think buying a network pro- 
gram would be much simpler than 
setting dozens of spot schedules, it 
isn’t completely true in Regimen’s 
case. It’s less detailed on some shows, 
but when you buy a program like the 
Garroway show, three times a week, 
the frequency involved makes it seem 
closer to buying spot. 


Dealers Like Spot 


“From the dealer’s standpoint, local 
spot is considered more influential 
than network. The retailers know spot 
built Regimen, and they like nothing 
better than 10-15 minutes a week 
running in their markets.” 

Miss Seidenberg, who joined the 
agency about six years ago as assistant 
to the media buyer, did her first broad- 
cast buying on various political cam- 
paigns for the Democratic party and 
since has evolved her own strategy. 

“While we don’t set out to buy ‘by 
the numbers,’ ” she said, “that kind of 
buying gives you low cost-per-thou- 
sand, which is what we get. We simply 
place a high frequency of spots in day 
and late-evening times and end up 
with a good cost-per-thousand auto- 
matically.” 

Admitting that it’s nothing new to 
say an agency is more interested in 
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sales than in ratings, Miss Seidenberg 
tried to prove her point. “We avoid 
scheduling Regimen near certain 
kinds of shows,” she said, “even if 
they have top ratings. For instance, 
we never buy around children’s pro- 
grams. A product such as Lestoil can 
do that—hoping the kids will ‘tell 
mommy’ to bring home Lestoil. But 
the Regimen story is too involved for 
a child to understand, and we know 
the kids don’t care whether mommy 
takes it or not. 

“On the other hand, we used spots 
in American Bandstand and then 
bought the program on the network 
with good results. The show had top 
ratings, of course; in addition, we 
found that besides its teen-age audi- 
ence it is watched by older girls, 
housewives and others who can use the 
product.” 


More Taped Spots 


The agency's political ventures also 
gave it its first opportunity to make 
use of video-taped commercials. “We 
made the first political taped message 
last year for the Democrats,” said 
Lloyd Whitebrook, “and are using 
tape more and more for Regimen, par- 
ticularly on the Garroway program.” 

Mr. Whitebrook’s experience in 
politics dates back to 1948 when he 
handled the New York state Demo- 
cratic campaign after a decade of ac- 
count planning and servicing in the 
food and drug fields. “In 1954-55,” 
he said, “I ran my own agency, White- 
brook & Co. When I decided to join 
another firm, I fortunately chose one 
that has continued to grow.” 

Mr. Whitebrook, as does Mr. Hil- 
ton, places credit for the agency’s 
growth on the fact that the top execu- 
tives—while possessing different tal- 
ents and personalities—mesh smooth- 
ly to solve problems together. “You 
can call it an ‘open door’ policy,” he 
said, “or ‘playing for the team,’ or 
whatever you want, but it’s a theory 
that it’s in effect here. Last year, we 
had two very successful mergers be- 
cause we joined with people we knew 


worked the same way.” 

“And,” interjected Mr. Hilton, 
“New business came in so quickly that 
in each case there were no jobs lost 
due to any combining of duties. Last 





December we had about 110 em- 
ployes; now there are 129, and the 
personnel from Deutsch should make 


it about 135.” 


As if in testimony to Mr. White- 
brook’s “open door” expression, two 
of the agency’s quintet of top execu- 
tives—both in shirtsleeves—dropped 
into his office during an interview to 
confer briefly on a storyboard. Short- 
ly afterwards, an account executive 
strolled in to borrow a Herald-Tribune 
and complain about the bad reproduc- 
tion on an American Weekly ad. 

“No,” smiled Mr. Whitebrook. “It’s 
not staged. That’s the way we op- 
erate.” 

“Speaking of staging,” said Jack 
Atherton, tv-radio director, “when 
we first thought of having a young 
woman lose weight—live—on the 
Garroway show over a period of 
weeks, a lot of people wondered how 
we could stage it. The answer simply 
was that we had faith in the client’s 
product. Our girl took Regimen and 
lost weight. 

“Previously, we'd used a filmed 
‘pitchman’ approach and _ various 
celebrity types in the commercials, 
but the live technique couldn’t be beat 
for conviction. Another girl is repeat- 
ing the demonstration on Keep Talk- 
ing, and we're scheduling film and 
tape spots with the same personali- 
ties.” 

“Because of the widespread tv ex- 
posure,” Lloyd Whitebrook said, “we 
get immediate recognition now for 
Regimen when we place ads in news- 
papers and magazines.” 

Decisions as to which media should 
be used for a campaign are usually 
group-made, with media director Jack 
Peters and Beryl Seidenberg supply- 
ing the statistics and market data to 
the account men and the client. 

“The biggest deterrent to a would- 
be tv advertiser,” said Miss Seiden- 
berg, “is the problem of rising costs. 
All of our clients use almost nothing 
but minute spots (Regimen used to 
buy 90-second ones as well), and a 
small advertiser has practically no 
chance of getting anything worthwhile 
in a two-station market. Perhaps in 
larger markets he can buy the fourth 
station, but there’s little else available 
at low cost. There are premium rates 





now for local spots during the Paar 
show and most late movies, with rate 
increases about every six months. 
“Naturally, we know many of the 
increases are justified, but we also 
feel many are put into effect because 
management knows the market is 
tight. There are innumerable cases 
where ratings and coverage do not 
appear to justify the increases.” 
Working in direct contact with most 
of the agency’s video clients, Miss 
Seidenberg finds that problems of 
budgets and markets can be solved 
readily. “Our advertisers understand 
frequency, rating points and similar 
terms, and they like to see where their 
money goes. Often I’m called in and 
asked what kind of campaign could 
be bought for such-and-such a figure. 
In some agencies an account man 
might have a buyer figure it out for 
him and take it to the client himself. 
If the client has a question, the ac- 
count man has to make another trip 


New Weston 


MADISON AT 50TH 


English Lounge 
Meeting place 
of show business 


Two of the finest hotels in New 
York are just “‘around the corner” 
from CBS, Dumont or NBC. 
Beautifully decorated rooms 
and suites for permanent 
or transient residence. 

Ideal headquarters. 


Berkshire 


MADISON AT 52ND 

Famous dining in the 

Berkshire Restaurant 
and Bar Lounge 
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back and forth. A lot of time and ef- 
fort is wasted that way.” 

Creative work at KHCC&A ap- 
parently is the product of unified 
thinking, too. “Here’s a storyboard on 
a tv campaign that will be aired this 
fall for Snow Crop frozen orange 
juice,” said Lloyd Whitebrook. “You 
could say the creative aspects on this 
started in the research department. In 
the past, frozen orange juice has been 
advertised as the answer to trouble- 
some home-squeezing. Now research 
indicates frozen orange juice is ac- 
cepted by the housewife. So we think 
we've come up with a needed new ad- 
vertising approach to sell Snow Crop. 

“There’s no doubt about it,” he con- 
tinued, “we're a hard-sell agency. But 
that doesn’t mean we can sell only 
drug and food products. We handle 


about 48 different accounts for 33 


LET US BE YOUR 
NEW YORK OFFICE 
24-hour, 7 days a week, service 
specializing in tv and radio industry. 
PLAZA 9-3400 


Telephone Message Service 
222 E. 56th St., New York City 











OREGON, COAST 


: Nearly VY of Oregon’s 
buying families watch 


oe, 


L-TV 





The only clear picture in the 
Eugene-Springfield-Roseburg 
market is on KVAL-KPIC. One 
order to your Hollingbery man 
or Art Moore and Associates 


(Portland-Seattle) covers both 
stations. 


KVAL-TV Eugene 


NBC Affiliate Channel 


KPIC-TV Roseburg * Channel 4 


Satellite 
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clients in various fields. 

“For instance, in the industrial 
field, we have a product made by Al- 
lied Chemical Corp. that’s in direct 
competition with a du Pont product. 
Before Allied’s entry, Du Pont con- 
trolled the market for 20 years. They 
currently outspend us substantially 
for advertising. Still, in the space of 
a few years, Allied has achieved dollar 
for dollar sales with them in major 
markets. Our philosophy is that old 
one of ‘people are people,’ and we be- 
lieve good advertising can sell any- 
body. The best proof that it works is 
that we’ve quadrupled our billing in 
the past four years.” 

In addition to expanded billings, 
the agency has tripled its floor space. 
Currently KHCC&A occupies two 
floors of Manhattan’s new weirdly 
gold skyscraper—the standing joke at 
the agency is, “We moved inside it so 
we wouldn’t have to look at it”—and 
a third floor will be ready by Septem- 
ber to house the 16-person media de- 
partment and others. 

September will also mark the start- 
ing date on a number of fall video 
campaigns set by the agency. “For the 
first time,” Beryl Seidenberg said, 
“we've got Hickock belts coming on 
and using the Garroway program. 
Then, Spectran B—a cold tablet made 
by Revlon’s Thayer Laboratories— 
tested last year and should expand 
during the winter. Snow Crop will be 
in, and Economics Laboratories. Ar. 
Winarick has been using 30-40 spots 
per week in New York to build dis- 
tribution for its Dura-Gloss nail 
polish, and probably will reach other 
markets this fall. 

“And, of course, there’s Regimen 
and Sustamin,” she said. “We'll have 
several network shows for them, as 
well as the usual spot schedules.” 

“As has been noted,” said Lloyd 
Whitebrook, “about the only thing 
that keeps a client from tv is the mat- 
ter of cost. In many cases we've been 
able to start small and build to major 
expenditures, and this is what we hope 
to keep doing. There’s no doubt in our 
minds that even with the increased 
competition, television—and we don’t 
mean to insult other media—gives the 
greatest advertising impact when it’s 
properly used.” 


Programs (Continued from page 31) 


series of hour-long dramas based on 
stories and material by James Michen- 
er, Pultizer-prize-winning novelist. It 
is being produced by Twentieth Cen- 
tury-Fox Television under the super- 
vision of Martin Manulis, former pro- 
ducer of Playhouse 90. A great deal 
of the filming of the series will be done 
on location in the South Pacific. Also 
of interest on Monday nights will be 
the new Steve Allen Show, which will 
be seen over NBC-TV from 10-11 p.m. 
On Tuesday nights NBC-TV will 
present its series of Ford specials 
from 9:30-10:30 p.m. CBS-TV will in- 
troduce its Space series, which is just 
as timely as it sounds, on Wednesday 
nights from 8:30-9 p.m. William 
Lundigan stars in the series (produced 
by Ziv), which will give a fictional 
preview of the placing of manned 
vehicles in earth orbit, the first land- 
ing on the moon, the exploration of 
the solar system, and steps beyond. 
On Friday nights CBS-TV will pre- 
sent a new series scripted by Rod 
Serling. Titled Twilight Zone, the pro- 
gram is concerned with fantasy, and 
at times with the occult. Each produc- 
tion is to be supervised by Mr. Serling, 
who will do most of the scripts. Also 
on Friday evenings (from 8:30-9:30 
p-m.), NBC-TV will come up with an- 
other of its regular specials—T he Fri- 
day Night Specials. Stars involved in 
these range from Gene Kelly to Art 
Carney to Jimmy Durante. On Satur- 
day evening ABC-TV has come up 
with a new adventure-travel series 
titled The High Road—With John 
Gunther. Programmed from 8-8:30 
p.m., the series is designed to give 
viewers an inside look at a variety of 
subjects ranging from space travel to 
jazz as seen by the best-selling author. 
These programs, of course, are only 
part of the story. The programming 
of specials is still another matter and 
a crucial one this year, since it will 
perhaps transform almost every week. 
Schedules are not in all cases firmed 
up as yet, but it is evident now that 
well over 300 specials will be telecast 
before the end of the season. Difficulty 
in pinning down the precise number 
is a semantic one in part, since each 
network definies a special differently. 
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this fall and shows which have switched networks. 
day of the week and then by network. 

Monday: 

dise (9:30-10:30 p.m.). 


Allyson (10:30-11 p.m.) 


8: 


Tuesday: 
Marlowe (9:30-10 p.m.) ; Keep Talking (10:30-11 p.m.). 


Gillis (8:30-9 p.m.) ; 


9 


Wednesday: 


9 p.m.). 
Thursday: 
(10:30-11 p.m.). 


9 p.m.) ; 


9); Dollar a Second (10:30-11 p.m.). 
Friday: 
ABC-TV: Man From Black Hawk (8:30-9 p.m.) ; Robert Taylor's De- 





New Network Programs: °59-’60 


Following is a tentative list of new programs which will premiere 
It is arranged by 


ABC-TV: Bourbon St. Beat (8:30-9:30 p.m.) ; Adventures in Para- 


CBS-TV: Hennesey (10-10:30 p.m.); Du Pont Show With June 


NBC-TV: Richard Diamond (7:30-8 p.m.) ; 
:30 p.m.). 


Love and Marriage (8- 


ABC-TV: Bronco (alternating with Sugarfoot, 7:30-8:30 p.m.) ; Philip 
CBS-TV: Dennis O’Keefe Show (8-8:30 p.m.) ; 
Tightrope (9-9:30 p.m.). 
NBC-TV: Laramie (7:30-8:30 p.m.) ; Fibber McGee and Molly (8:30- 
p.m.) ; Ford specials (9:30-10:30 p.m.). 


Many Loves of Dobie 


ABC-TV: Gale Storm Show (7:30-8 p.m.) ; Hawaiian Eye (9-10 p.m.) 
CBS-TV: The Lineup (exparded—7:30-8:30 p.m.); Space (8:30- 


NBC-TV: Wichita Town (10:30-11 p.m.). 
ABC-TV: The Untouchables (9:30-10:30 p.m.) ; Take a Good Look 


CBS-TV: Betty Hutton Show (8-8:30 p-m.); Johnny Ringo (8:30- 


Revlon specials (alternating with Playhouse 90, 9:30-11 p.m.). 
NBC.-TV: Tales of the Plainsman (7 :30-8 p.m.) ; Johnny Staccato (8 :30- 





tectives (10-10:30 p.m.) ; Black Saddle (10:30-11 p.m.). 


(1 


CBS-TV: Hotel de Paree (to be retitled, 8:30-9 p.m.) ; Twilight Zone 
0-10:30 p.m.). 
NBC-TV: The Troubleshooters (8-8:30 p.m.) ; 


Friday-night specials 


(8:30-9:30 p.m.). 
Saturday: 


(8:30-9 p.m.) ; 


p-m.) 5 


ABC-TV: The High Road—With John Gunther (8-8:30 p.m.). 
CBS-TV: Mr. Lucky (9-9:30 p.m.). 

NBC-TV: Bonanza (7:30-8:30 p.m.); The Man and the Challenge 
The Deputy (9-9:30 p.m.); Five Fingers (9:30-10:30 
It Could Be You (10:30-11 p.m.). 


Sunday: 


W 


ABC-TV lists 22 specials, 


ABC-TV: The Rebel (9-9:30 p.m.) ; 
orld of Talent (10:30-11 p.m.). 
CBS-TV: Dennis the Menace (7:30-8 p.m.). 

NBC-TV: Riverboat (7-8 p.m.) ; Sunday Showcase (8-9 p.m.). 


surement 


The Alaskans (9:30-10:30 p.m.) ; 





nul 


which Temple’s Storybook offerings. Adver- 








range from four Frank Sinatra shows 
to the all-star football game to the St. 
Lawrence Seaway dedication. Other 
programs include an Elvis Presley 
show, three Walt Disney stanzas about 
outer space, several Bing Crosby 
specials and a number of Shirley 


tisers already signed include Ameri- 
can Machine & Foundry, Carling 
Brewing, Oldsmobile, Chevrolet, Min- 
nesota Mining, U. S. Time Corp. and 
Breck. 

CBS-TV claims 185 specials, but 
not all of these are strictly entertain- 


ment programs. In addition to ma- 
terial already scheduled, the network 
says it will program 43 CBS news 
and public-affairs specials aud 19 
sports specials. NBC-TV, on the other 
hand, will telecast approximately 165 
specials, but this figure does not in- 
clude news, public-affairs or sports 
specials, which, if they were added, 
would bring the total well over the 200 
mark. 

Some of CBS-TV’s entertainment 
specials include the following: the 
Miss America pageant, a half-dozen 
Sid Caesar programs, several Jack 
Benny specials, the Du Pont Show of 
the Month series, the Revlon series, 
an Ernest Hemingway special, several 
Arthur Godfrey specials, a Red Skel- 
ton show and three U. S. Steel spe- 
cials. Advertisers include Maybelline, 
Philco, Westinghouse Electric, Carling 
Brewing, Bell & Howell, Buick, B. F. 
Goodrich, Benrus, 
General Mills. 

In addition, an estimated 74 hours 
of news and public-affairs specials will 


be presented by CBS-TV during the 


Greyhound and 
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season. Some 200 hours of sports pro- 
gramming have also been scheduled, 
and included in this are the 1960 
Olympics. 

NBC-TV, in addition to the three 
regularly scheduled specials series 
(39 hours each), will offer approxi- 
mately 50 specials which will pre- 
empt regular shows. These include a 
Bob Hope show, several Gene Kelly 
programs, Random Harvest, The 
Tempest and The Moon and Sixpence. 

NBC-TV’s regular specials are 
equally varied. These include a two- 
part adaptation of Budd Shulberg’s 
What Makes Sammy Run, several Mil- 
ton Berle variety shows, approximate- 
ly eight programs with Art Carney, 
Mark Twain’s America, Jimmy Dur- 
ante in several variety programs, and 
a whole series of NBC dramas. Ad- 
vertisers include Bell Telephone, Pres- 
tone, Buick, Rexall, Hallmark, Equi- 
table, Coca-Cola, General Mills, West- 
clox, Sheaffer Pen and Radio Corp. of 


America. 


New Weekly Shows 


The following is a list of regularly 
scheduled new shows by individual 
network as they will appear through- 
out the week. As has been noted, the 
emphasis at ABC-TV will again be on 
action programs of various types. On 
Sunday night that network introduces 
three new programs: The Rebel (9- 
9:30 p.m.), The Alaskans (9:30-10:30 
p-m.) and World of Talent (10:30- 
11 p.m.). The Rebel is an action 
drama produced by Goodson-Todman 
which stars Nick Adams as a young 
Confederate veteran out west. The 
Alaskans is a Warner Bros. produc- 
tion set in the Yukon and Klondike in 
1898. It will relate the adventures of 
two men in the gold camps of that 
period. World of Talent is a Dick 
Clark vehicle which will present show- 
business people discussing their prob- 
lems as entertainers. 

On Monday night ABC-TV will in- 
troduce two new hour-long action 
shows. They are Bourbon St. Beat, 
scheduled for the 8:30-9:30 p.m. time 
slot (a Warner Bros. production set 
in old New Orleans and concerned 
with the adventures of two private 
detectives) and Adventures in Para- 
dise (9:30-10:30 p.m.) , which was de- 
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scribed above. On Tuesday night 
Philip Marlowe will premiere in the 
9:30-10 p.m. time period. Based on 
the adventures of Raymond Chandler’s 
famous detective, the series is a Good- 
son-Todman production and will star 
Philip Carey in the title role. Also 
scheduled on Tuesday nights (10:30- 
11 p.m.) is Carl Reiner’s Keep Talk- 
ing. The program was seen previously 
over CBS-TV. 

Another CBS-TV program has 
moved to ABC-TV. This one is the 
Gale Storm Show, which will be tele- 
cast on Wednesdays, 7:30-8 p.m. Also 
on Wednesday evening ABC-TV will 
introduce Hawaiian Eye (9-10 p.m.) 
a new private-detective series set in 
the Hawaiian Islands. It is another 
Warner Bros. production. 

On Thursday night The Untouch- 
ables, based on the recent two-part 
show done on the Westinghouse- 
Desilu Playhouse, will premiere in the 
9:30-10:30 time period. A Desilu pro- 
duction, the series will document and 
dramatize the post-prohibition era. 
Take a Good Look, a new panel show, 
will follow that program from 10:30- 
11 p.m. Ernie Kovacs will emcee the 
program, which will challenge the 
memories of viewers and panelists 
alike, who must discover the identity 
of a contestant now relatively un- 
known but who was at one time front- 
page news. 

On Friday evenings in the 8:30-9 
time period Man from Black Hawk 
will be introduced. An action-adven- 
ture series, the program stars Robert 
Rockwell as a special investigator as- 
signed to uncover fraudulent insur- 
ance claims in the 1880s. It is a Screen 
Gems production. Also on that eve- 
ning Robert Taylor’s Detectives (10- 
10:30 p.m.) will be telecast. Mr. Tay- 
lor will play the role of police captain 
Matt Holbrook, a criminal investiga- 
tor. Black Saddle will be presented by 
ABC-TV this season on Friday eve- 
nings from 10:30-11 p.m. 

On Saturday evening ABC-TV will 
introduce a new adventure-travel 
series. Titled The High Road—W ith 
John Gunther, the series will take 
viewers from New York to the 
Himalayas. It is scheduled for the 8- 
8:30 p.m. time period. 

CBS-TV’s programming has under- 


gone some changes, but the over-all 
emphasis remains where it has been 
for years—on diversity. Some of the 
network’s new programs: 

On Sunday night two changes have 
been made. Dennis the Menace has 
been put in the 7 :30-8 p.m. time period 
preceding The Ed Sullivan Show. The 
Jack Benny Show has been moved up 
to the 10-10:30 p.m. time slot, alter- 
nating with The George Gobel Show. 


Jackie Cooper Starrer 


On Monday night a new Jackie 
Cooper vehicle, Hennesey, will be tele- 
cast by CBS-TV from 10-10:30 p.m. 
Mr. Cooper plays the title role of 
Lieut. Charles (Chick) Hennesey, a 
young Navy medical officer who runs 
into all kinds of trouble when he is 
assigned to a base in San Diego. The 
program is produced by Hennesey 
Co., General Service Studios, Holly- 
wood. The Du Pont Show With June 
Allyson will follow this program from 
10:30-11 p.m. The program, pro- 
duced by Dick Powell for Four Star 
Productions, is billed as a half-hour 
dramatic anthology of contemporary 
America. This investment is in addi- 
tion to du Pont’s 90-minute Show of 
the Month. 

On Tuesday night a new situation 
comedy, The Dennis O’Keefe Show, 
will be presented by CBS-TV from 8- 
8:30 p.m. The star plays the role of a 
widely syndicated newspaper colum- 
nist, and Ilope Emerson will be a top 
featured player in the series. The pro- 
gram is a United Artists Television 
production. 

CBS-TV will introduce two other 
new shows on Tuesday night. They 
are The Many Loves of Dobie Gillis 
(8:30-9 p.m.) and Tightrope (9-9:30 
p-m.). The first is a comedy series de- 
picting the antics of Max Shulman’s 
teen-ager, and is being produced by 
Martin Manulis Productions, Twen- 
tieth Century-Fox Television. Tight- 
rope is an adventure series concerning 
an investigator’s fight against the 
underworld. Mike Connors plays the 
lead role in the series, which is being 
written, produced and directed for 
Screen Gems by Clarence Green and 
Russel Rouse. 

CBS-TV’s The Lineup has been ex- 


panded to a full hour and will be pre- 
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sented on Wednesdays from 7 :30-8:30 
p.m. New permanent characters have 
been added to the expanded program. 
Space, which stars William Lundigan 
as Col. Edward McCauley, USAF, the 
nation’s top spaceship pilot, will be 
presented from 8:30-9 p.m. on Tues- 
days. The series, produced by Ziv, is 
designed to give viewers a fictional 
preview of the placing of manned 
vehicles in orbit, as well as other 
forays into outer space. 

On Thursday evening two new pro- 
grams will be introduced by CBS-TV: 
The Betty Hutton Show (8-8:30 p.m.) 
and Johnny Ringo (8:30-9 p.m.) . The 
first program is a comedy series in 
which Miss Hutton plays the role of 
a brash former show-girl who becomes 
a New York manicurist and is named 
executor of a million-dollar estate and 
guardian of three teen-age children. 
Johnny Ringo will star Don Durant 
in a series of western dramas which 
will revolve around the adventures of 
a reformed gunman. It is a Four Star 
Films production. 


Friday Duo 


On Friday night CBS-TV will in- 
troduce two new programs: Hotel de 
Paree (8:30-9 p.m.—title will be 
changed) and Twilight Zone (10- 
10:30 p.m.), described above. On 
Saturday at 9-9:30 p.m. the network 
will replace Brenner with a new show 
called Mr. Lucky. 

NBC-TV, which can be called the 
“special” network, will introduce a 
variety of new programs this season. 
On Sunday night, in addition to its 
Sunday Showcase of specials (8-9 
p.m.) the network will telecast River- 
boat from 7-8 p.m. in an attempt, ap- 
parently, to steal some of Maverick’s 
viewers, since that program starts a 
half-hour later. Riverboat is billed as 
a historical action-adventure series 
and is packaged by Revue. As the 
title suggests, the program is an epic 
of life on the Mississippi in the 1840s. 

On Monday night NBC-TV will of- 
fer a new family situation comedy 
which will star William Demarest as 
a veteran music publisher. The pro- 
gram is Love and Marriage and is 
scheduled for the 8-8:30 p.m. time 
period, following Richard Diamond 
which switches over to NBC-TV from 


CBS-TV. Louis F. Edelman is the pack- 
ager. Laramie, an hour-long western, 
will be telecast on Tuesdays from 
7:30-8:30 p.m. A Revue production, 
the program will dramatize the hard- 
ships and rewards of ranch life as seen 
through the eyes of five men attempt- 
ing to make a go of things in the im- 
mediate post-Civil War era. Fibber 
McGee and Molly (a situation comedy, 
of course) follows this program from 
8:30-9 p.m. Bob Sweeney will portray 
Fibber and Cathy Lewis will play 
Molly. It is an NBC package. 

Wednesday night will see a father- 
and-son team in a new western— 
Wichita Town. The series, packaged 
by the Mirisch Co., features Joel Mc- 
Crea as the town marshal and Jody 
McCrea as the foreman of a ranch. 
Scheduled for the 10:30-11 p.m. time 
period, the program is set in the 
decade following the Civil War. 

NBC-TV will introduce two new 
action programs on Thursday night. 
Tales of the Plainsman (7:30-8 p.m.), 
a western with Michael Ansara, will 
depict the exploits of an Apache 
Indian who serves as a deputy U. S. 
marshal in the New Mexico of 
1885. Johnny Staccato, with John 
Cassavetes as a young private eye, is 
scheduled for the Thursday 8:30-9 
p-m. time period. A mystery-adven- 
ture also packaged by Revue, the 
series will present authentic jazz back- 
grounds. It is set in New York’s 
Greenwich Village. 

The Troubleshooters, an action-ad- 
venture program concerned with the 
exploits of two troubleshooters for a 
heavy-construction firm, has been 
scheduled by NBC-TV for Friday 
night from 8-8:30 p.m. Keenan Wynn 
and Bob Mathias are the stars in this 
United Artists Television release. Also 
to be telecast on Friday evening is 
NBC-TV’s Friday Night Specials 
(8:30-9:30 p.m.). 

NBC-TV has completely revamped 
its Saturday-evening schedule. Three 
half-hour shows will be introduced: 
The Man and the Challenge (8:30-9 
p.m.), The Deputy (9-9:30 p.m.) and 
a nighttime version of Jt Could Be 
You (10:30-11 p.m.). Two hour-long 
adventure programs have also been 
scheduled: Bonanza (7:30-8:30 p.m.) 
and Five Fingers (9:30-10:30 p.m.). 


Bonanza, an NBC package, tells the 
story of a rancher and his three sons 
in the Sierra mountains before the 
outbreak of the Civil War and their 
struggles to preserve the natural re- 
sources of that area. Five Fingers is 
a mystery adventure involving inter- 
national intrigue. David Hedison por- 
trays a counter-intelligence operative 
for the U .S. government in this Twen- 
tieth Century-Fox production. 

The above rundown should give a 
general idea of what is ahead for view- 
ers in the way of new programming 
this season in prime time. The peren- 
nials will be back of course: a season 
without Ed Sullivan on Sunday night, 
or the Calvalcade of Sports on Friday 
night, or Lawrence Welk on Saturday 
night would be unthinkable. It might 
even start another Congressional in- 
vestigation. 

The quality of the new programs 
will be judged later; it would seem, 
however, that the networks are out to 
lift the quality of all productions, and 
this should benefit viewer and adver- 
tiser alike. 
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Business (Continued from page 33) 


dramatic showing. Its percentage 
growth in billing is most impressive, 
having crossed the $100-million mark 
last year. 

One fact involved here is that ABC 
has had to wait for markets to open 
up for it. Many key ones had only 
one or two stations, already affiliated 
with the other networks. But as the 
FCC has licensed a third station for 
the key markets, an opportunity has 
been provided for ABC to move in, 
expand its operations, make a more 
impressive presentation for an adver- 
tiser’s patronage. Now, with 97 pri- 
mary affiliates, it is still far less than 
the 164 primary CBS affiliates, but it 
reaches 85 per cent of the nation’s 
tv homes. 


Movie Tradition 


From the beginning of its associa- 
tion with Paramount Theatres, Inc., 
network programming at ABC has 
had its roots in the tradition of the 
motion-picture business. With Walt 
Disney as a starter, ABC began to 
produce programs that won national 
attention and ate into the market. 
This was followed by an arrangement 
with Warner Bros. that evolved such 
top-rated entries in the cowboy 
sweepstakes as Maverick, Cheyenne 
and Sugarfoot. 

Moreover, to develop another 
movie weapon, ABC tried to work up 
regular viewing habits by putting a 
group of similar shows on specific 
nights, such as turning Tuesday night 
into “western night” for the network 
and thus creating a special audience 
for ABC’s shows that evening. On 
the results of the past two years, it 
appears that ABC under the leader- 
ship of Leonard Goldsenson and his 
chief lieutenant, Oliver Treyz, may 
reach its goal, which is that by 1964 
it will have one-third of the total tv 
network billings. 

The other divisions of Ameri- 
can Broadcasting-Paramount Thea- 
tres, Inc., may not be as exciting at 
the moment as the tv operation, but 
from the investor. standpoint they 
have strong appeal. Once the world’s 
largest theatre chain, the Paramount 
circuit has been steadily trimmed 
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down until today there are under 
500 houses. The nature of the motion- 
picture business is changing, and Mr. 
Goldenson believes he can cut down 
to perhaps 350 theatres and not hurt 
the profit return on the theatre op- 
eration. 

The revenue from these theatre 
disposals can be used in expanding 
the company’s tv divisions or its 
activities in other directions. This 
certainly has been the pattern, for 
ABC now has solid, if small, invest- 
ments in the electronics business and 
in phonograph-record output. It has 
a substantial interest in Microwave 
Associates, Technical Operations and 
Dynametrics Corp., all companies 
that are expected to show great 
growth in the next decade. 


The most concrete evidence of the 
growing stature of ABC came in the 
financial report for the first half of 
1959. The net profit for the six-month 
period was $3,886,000, equal to 90 
cents per share, compared with $3,- 
042,000, or 70 cents per share, in the 
1958 first half. The second quarter 
contributed 36 cents a share in operat- 
ing profits to the 1959 results, while 
last year the second-quarter earnings 
equaled only 27 cents per share. 

Even more heartening to stock- 
holders is the fact that the theatre divi- 
sion enjoyed an upsurge in income in 
the second quarter, overcoming the de- 
clines of the first three months. 

This combination of an active, 
growing network, coupled with a 
healthy theatre operation, is the most 
reassuring evidence stockholders can 
receive on the organization’s mounting 
strength. 

CBS has operated for the past five 
years as the most successful network. 

The basic strength of CBS is its 
depth and diversification within the 
tv industry. The other two major net- 
works have been able to rely to some 
extent on earnings generated by non- 
tv activities; general electronics in the 
case of RCA and the theatrical divi- 
sion of ABC-Paramount. CBS, by con- 
trast, has only recently been able to 
start expanding outside tv and allied 
fields. Therefore until recently the 
network and the CBS owned-and-op- 
erated stations accounted for the bulk 
of the company’s profits. 


Within these divisions are buried 
other units that have great promise, 
CBS Films, Inc., for example, has 
been one of the company’s best mon- 
ey-makers with a long series of hits 
starring Eve Arden, Phil Silvers and 
Jackie Gleason. These are the shows 
that CBS Films is putting in syndica- 
tion and will start to sell abroad with 
expectations they will prove a fast 
new source of income. 

Terrytoons is a special operation 
within CBS Films. Organized last year, 
it is already producing animated car- 
toons for several commercial users. In 
addition, it is turning out several car- 
toon series, Mighty Mouse Playhouse, 
The Heckle and Jeckle Show and Tom 
Terrific. 

Add to this the 50-per-cent interest 
CBS has in Pacific Ocean Park in 
Santa Monica, Cal. It’s the company’s 
answer to Disneyland as an attraction 
for children and is apparently devel- 
oping its own following. In a similar 
extra-curricular activity CBS is earn- 
ing a tremendous income from My 
Fair Lady, with receipts now coming 
in from foreign showings of the 
musical. 

Other activities, receiving less atten- 
tion but contributing to the over-all 
profit picture, are the leasing of the 
company’s facilities (studio equip- 
ment, Video Scene) to commercial 
film companies in the New York area 
on profit-making terms. Also, the com- 
pany revamped its phonograph-op- 
erations field this past June. Finally, 
there’s the latest move in which CBS 
has inaugurated a space-recovery di- 
vision. The nature of the operation is 
so limited that it cannot be expected 
to contribute anything significant to 
income at the moment, but it indicates 
the management's eagerness to keep 
abreast of any developments which 
hold any potential for the company’s 
talents. The space program is a virgin 
area with no experienced authorities 
on hand to say when or how profits 
will be made. 

NBC’s fresh approach to network 
programming comes at a time when 
the over-all fortunes of its parent 
corporation, RCA, are showing a 
sharp improvement, as indicated by 
the price of its common, which has 
climbed from a low of $43 per share 
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to a high of $71 per share in the 
buoyant bull market. 

In its report for the first half of 
1959 RCA announced sharp gains, 
with earnings per common share 
climbing to $1.29, compared with 
86 cents per share in the first half 
of 1958. However, it’s clear in the 
statement that the gain in both sales 
and earnings reflect substantially the 
broadened base of the corporation’s 
activities—not necessarily any note- 
worthy increase in profit from the 
tv division. This despite the fact, 
as noted earlier, that NBC’s tv bill- 
ings show an increase of 7.4 per cent 
for the first part of the year. 

Partly to show the faith the or- 
ganization has in network program- 





ming, NBC has ambitious plans 
for the fall, including “regular” spe- 
cials and specials in pre-empted time 
periods (see “Program Review,” page 
27). The Ford Co. has purchased 
the Tuesday-evening series, which, of 
course will be used to introduce the 
expected new line of small cars, 
American made. 

Here NBC is attempting to wed 
the concept of the regular viewing 
habit with the excitement and pub- 
licity that usually accompany a spe- 
cial. 

There is a second factor involved 
in NBC’s approach, too. That is the 
If these specials can 
sustain their entertainment value, 
then NBC will not only have won a 
better share of the market, but it 
also will have given a boost to the 
sales of color sets, further enriching 
RCA’s over-all operations. 

The investor in RCA, of course, is 
no longer fretful that the corpora- 


use of color. 


tion’s over-all picture will be seri- 
ously hurt by any failure of the tv 
operations to make a good showing. 
Consequently, there will, from this 
point on, be less likelihood of the 
constant revamping of NBC’s net- 
work operations—an occupation that 
becomes habitual when the unit in- 
volved also happens to be the most 
important moneymaker in the whole 
Now NBC will have 
more time to develop its own con- 
cepts without undue topside pressure. 

The immediate outlook of the net- 


organization. 


works, then, is promising. They face 





Jack Kavanagh has been named pro- 
motion manager of WPRO-TV Provi- 
dence, it has been announced by 
Joseph P. Dougherty, general man- 
ager. Mr. Kavanagh joins the station 
after three years as promotion man- 
ager of WLW-c Columbus. Before that 
he was an account executive with 
Byer & Bowman Advertising, Co- 
lumbus. 





the same problems as some of the 
other media with which they compete 
and a few special ones of their own. 
The cost-price squeeze which seemed 
to be a problem is one that faces 
an advertiser in every other medium. 
The amounts of tv expenditures are 
proportionately larger because the 
circulation involved is so much 
greater, and once the mind is condi- 
tioned to that fact, there is no reason 
for tv to suffer any more than the 
other media. 

The fact that the tv audience is 
near the saturation point is a relative 
issue. The total population continues 
to grow, and where one speaks of 
tv families now, it is possible that 
tv individuals will one day be the 
measurement, as technical improve- 
ments put the tv set in the same cate- 
gory as radio receivers. 

The audiences are becoming more 
selective—a factor that does not mean 
they are spending less time watching 
tv. As the variety of the program- 
ming increases, each program may 
find a decline in its individual 
audience, but the whole audience ap- 
pears to be on the increase. 

Finally, there is the fact that the 
total number of products which can 
be advertised on tv is mounting. 
Television now insures the quick ac- 
ceptance or rejection of a product 


advertised on it. Products such as 
Dristan, Gleem toothpaste and Geritol 
are evidence of how quickly an item 
can in a short time gain national 
prominence and acceptance, through 
the single medium of video. 





Advertising on Tv 
TV Advertising, by Arthur Bell- 


aire. Harper & Bros., New York, 292 
pp-, $6.50. 


An experienced television execu- 


tive, Arthur Bellaire is in charge of 
television and radio copy at BBDO. 
His handbook draws on a vast back- 
ground of knowledge of his subject 
and sets forth in concise and explicit 
prose just how television advertising 
functions today. 


A serious discussion of television 


commercials and how they are created 


is included, as well as examples of 


each type of commercial. Writing for 


television is also taken up in detail. 
The book will furnish many an- 
swers to the questions asked by any- 
one planning television advertising. It 
will prove valuable to the advertiser, 
agency man, executive or student. 
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Why the unprecedented % 
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sales impressions and valuable .. 
cumulative audience patterns, 
at attractive costs. Bx7 
Theggocession to H-R has been 
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Film 


an account executive with Ziv since 
1958, moved to the post of spot sales 
manager of the north-central section; 


(Continued from page 94) 


Harry Littler, also an account execu- 
tive since 1958, promoted to spot 
sales manager of the southeastern 
office. 

George K. Gould, president of 
NTA Telestudios, has announced the 
election of Alfred Markim as vice 
president in charge of operations. 
Mr. Markim began his career with 
Telestudios as an assistant director 





MR. MARKIM 


in 1957 and was later appointed 
assistant to Mr. Gould and director 
. Also from Tele- 
studios comes announcement of the 
Fred 


comptroller of the organization .. . 


of operations . . 
appointment of Miano as 


National Telefilm Associates, Inc., has 
named Jerry Franken as director of 





MR. FRANKEN 


public relations. Mr. Franken came 
to NTA as a result of the merger 
with Gross-Krasne-Sillerman, where 
he was assistant to the president. 
Leslie T. Harris, previously vice 
president of CBS Films, Inc., has 
been named managing director of the 
’ television 


international production 


division of ITC . . . New assistant 


to the vice president in charge of 
ABC Films’ international operations 
is Raul C. Conagla, who joined the 
firm in 1957 as Latin-American sales 
coordinator . . . Leo Brody, assistant 
to the vice president, Trans-Lux Tele- 
vision Corp., has been appointed to 
the additional post of eastern division 
. Eli Blum has been 
named assistant treasurer of United 
Artists Associated. Mr. Blum has 
been with the company since its in- 


sales manager . . 


ception . . . Boston disk jockey Norm 
Prescott has resigned from WBZ-TV 
to become director of music and 
merchandising of Embassy Pictures 
Corp. 

Robert Joseph 
Dowling have been appointed, re- 
spectively, 


Schneider and 
research manager and 
sales promotion manager of CBS 
Television Spot Sales. Mr. Schneider 
was with Sullivan, Stauffer, Colwell 
& Bayles before he joined CBS in 
1957 as a research assistant. Mr. 
Dowling was sales promotion man- 
wTop-tv Washington and 
wHcT Hartford prior to joining CBS 
Spot Sales in 1958 as assistant direc- 


ager of 


tor of sales promotion. 


NEW QUARTERS 

United Artists Associated took 
possession on July 27 of new offices 
on the 11th floor of 247 Park Ave., 
New York Consolidated Film 
Industries celebrated the occasion of 
its 40th anniversary with the addi- 
tion of 15,500 feet of space to its 
Hollywood laboratories, plus a gen- 
eral remodeling of the building. 


Commercials 


ELEKTRA FILM 
PRODUCTIONS, INC. 


Completed: California Oil Co. (Chevron), 
BBDO; Buick Motor Div. GM (show open- 
ing), McCann; E. I. duPont de Nemours 
(carpets, fibers), BBDO; Esso Imperial Oil 
Ltd. (gas), MacLaren; Ford Motor Co. 
(cars), JWT; National Biscuit Co. (cookies, 
bread), McCann; Lever Bros. Co. (Life- 
buoy), SSC&B; American Telephone & 
Telegraph Co. (show opening), Ayer; 
Rexall Drug Co. (show opening), BBDO; 
Sperry & Hutchinson Co. (S&H green 
stamps), SSC&B; Thomas J. Tipton Co. 
(tea), Y&R; Socony-Mobil Oil Co. (Mobil- 
heat), Compton: F. & M. Schaefer Brewing 
Co. (beer), BBDO; Radio Corp. of Amer- 
ica (show opening), K&E; Standard Oil 
Co. of N. J. (institutional), McCann; Bris- 
tol-Myers Co. (Vitalis), DCS&S. 

In Production: American Tobacco Co. 
(show opening), BBDO; Colgate-Palmolive 
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Co. (Spree), McCann; Campbell Soup Co. 
(soup), BBDO; California Oil Co. (Chev- 
ron), BBDO; Buick Motors Div. GM 
(cars), McCann; S. C. Johnson Co. (show 
opening), B&B; Boyle-Midway, Inc. (Wiz- 
ard), JWT; General Electric Corp. (show 
opening), BBDO; Ford Motor Co. (cars), 
JWT; Clairol, Inc., direct; Jantzen, Inc. 
(sales film), Hockaday; Capezio, Inc. (sales 
film), Hockaday; General Mills, Inc. (Kix), 
D-F-S. 


FILMACK CORP. 


Completed: Costello Co. (frozen fruit), 
Batz-Hodgson-Neuwoehner; Lawson Dairy 
(dairy products), McCann; Relaxicizor Co. 
(reducing machine), Wm. Warren, Jackson 
& Delaney; Vari-Krom Co. (paint), Ovesey 
& Straus. 

In Production: Lanolin Plus, Inc. (beauty 
aids), EWR&R; American Stores, Inc. 
(Acme supermarkets), Gray & Rogers. 


GRAY & O’REILLY 


In Production: Block Drug Co. (Poligrip), 
Grey; Seabrook Farms (foods), Smith- 
Greenland; American Oil Co. (gasoline), 
Katz; General Foods Corp. (Tang), Y&R; 
General Tire Co. (tires), D'Arcy; Falstaff 
Brewing Co. (beer), D-F-S. 


JAMES LOVE PRODUCTION 


Completed: Aluminum Co. of America (air- 
planes), F&S&R; H. J. Heinz Co. (news re- 
lease), KM&G. 


NATIONAL SCREEN SERVICE 


Completed: Pontiac Motor Div. GM (cars), 
MJ&A; P. Ballantine & Sons (beer), Esty; 
20th-Century Fox (movies), direct; Hassen- 
feld Bros. (toys), Grey; Radio Corp. of 
America (tv), Lefton; Continental Baking 
Co. (Morton pies), Bates; Detroit News, 
Doner; Toy Study Conference (Approved 
toys), Getschal; Dow Chemical Co. 
(Pinkies), MJ&A; Pharmaceuticals, Inc. 
(Geritol), Parkinson. 

In Production: ABC-TV (promotions), di- 
rect; J. B. Williams Co. (Lectric Shave), 
Parkson; BC Remedy Co. (headache rem- 
edy), C. Knox Massey; British Petroleum 
Corp., Collyer; Sterling Drug Inc. (Fizrin), 
Compton. 


RAY PATIN PRODUCTIONS 


Completed: M.J.B. Co. (coffee), BBDO; 
Calusa Chemical Co. (Woolyn), Wade; 
Bank of America (banking service), John- 
son & Lewis; Seattle Meat Packing Co. 
(Bar-S meats), Miller, Mackay, Hoeck & 
Hartung. 

In Production: Ralston Purina Co. (Corn 
Chex), GB&B; Quaker Coats Co. (Flako 
pie crust mix), Clinton Frank; Jack’s 
Cookie Co. (cookies), Fitzgerald; Lever 
Bros. (Airwick), FC&B. 


PELICAN FILMS, INC. 


Completed: Aluminum Co. of America 
(Alcoa Wrap), KM&G; Esso Standard Oil 
Co. (Flit), McCann. 

In Production: ABC-TV, dierct; Robert 
Hall Co. (clothes), Arkwright; Bristol- 
Myers Co. (Vitalis), DCS&S; Westinghouse 
Corp. (service), McCann; Liggett & Myers 
(L&M), D-F-S; Continental Baking Co. 
(Wonder bread), Bates; Quaker City Candy 
Co. (Good ’n Plenty candy), Bauer & Tripp; 
U. S. Navy (recruiting), direct; General 
Electric Corp. (washers), Y&R; Union 
Carbide Corp. (Prestone), Esty; R. J. Reyn- 
olds Tobacco Co. (Winston), Esty; Drackett 
Co. (Vanish), Y&R; East Ohio Gas Co. 
(promotion), KM&G. 


PINTOFF PRODUCTIONS 


Completed: Paper Mate Co. (pens), FC&B; 
North American Phillips Co. (Norelco 
shavers), LaRoche; Botany Brands (suits), 
North; Stahl-Meyer, Inc. (Ferris bacon), 
Hicks & Greist; Ward Baking Co. (Tip Top 
bread), JWT; Phillips Petroleum Co. (gaso- 
line), Lambert & Feasley; Gunther Brewing 
Co. (beer), L&N; Atlantic Petroleum Co. 
(gasoline), Ayer; Proctor Electric Co. 
(steam iron), Weiss & Geller; U. S. Sav- 
ings Bonds, McCann; ABC-TV (fight pro- 
motion), direct; E. Regensburg & Son (Ad- 
miration cigars), Rose-Martin. 

In Production: Ward Baking Co. (Tip Top 
cakes), Grey; Stahl-Meyer, Inc. (Ferris 
hams), Hicks & Greist; ABC-TV (golf pro- 
motion), direct; Proctor Electric Co. 
(toasters), Weiss & Geller; Wig Record Co. 
(“Healthy Baboon”), direct. 


SARRA, INC. 


Completed: Aluminum Co. of America 
(Alcoa Wrap), KM&G; O'Keefe Brewing 
Co. (ale), Comstock; American Petroleum 
Institute, SSC&B; Wesson Oil & Snowdrift 
Sales Co. (Wesson oil), Fitzgerald; Elgin 
National Watch Co. (watches), JWT; Lieb- 
mann Breweries, Inc. (Rheingold beer), 
FC&B. 


TRANSFILM, INC. 


Completed: Warner-Lambert Pharmacal Co. 
(Virisan), Bates; Whitehall Labs. (Ana- 
cin), Bates; Lever Bros. (Pepsodent), 
FC&B; G. R. Kinney Shoe Co. (shoes), 
Sawdon; Corn Products Refining Co. 
(Karo), L&N; Aluminum Co. of America 
(Alcoa), F&S&R; Alberto-Culver Co. (New 
Dawn), Wade; Miles Labs., Inc. (Ariden), 
Wade; Esquire, Inc. (Coronet), Grey. 

In Production: Carter Products, Inc. (De- 
congestol), Warwick & Legler; Olin Mathie- 


son Chemical Corp. (paper products), 
D’Arcy; Devcon Corp. (Plastic Steel), 
Tippett; Phillips-Van Heusen Corp. 


(shirts), Grey; Procter & Gamble Co. 
(Lilt), Grey; Chunky Chocolate Corp. 
(candy), Grey; Planters Nut & Chocolate 
Co. (peanut oil), Kemper; Helena Ruben- 
stein, Inc. (cosmetics), OB&M; Whitehall 
Labs. (Anacin), Bates; Continental Bak- 
ing Co. (Handi Pie), Bates; Nationwide 
Insurance Co. (insurance), Ben Sackheim; 
General Foods Corp. (instant Sanka), Y&R; 
Carling Brewing Co. (Black Label beer), 
F. H. Hayhurst; Grove Labs, Inc. (Bromo 
Quinine), Gardner; G. R. Kinney Shoe Co. 
(shoes), Sawdon; Radio Corp. of Amer- 
ica (tape), K&E; Louis Marx & Co. (toys), 
Bates; Miles Labs. (Nervine, One-A-Day, 
Ariden), Wade; H. P. Hood & Sons (milk), 
K&E. 


TV CARTOON PRODUCTIONS 


Completed: Pacific Telephone & Telegraph 
Co. (phones), BBDO; Kilpatrick’s Bakeries 
(bread), Reinhardt; J. A. Folger Co. (in- 
stant coffee), Harris, Harlan & Wood; 
KQED-TV (promotion), direct; Ingram’s 
Foods, Inc., (Red’s tamales), Cappel, Pera 
& Reid; Safeway Stores, Inc. (egg dept.), 
direct; California Spray-Chemical Corp. 
(Ortho lawn spray), McCann; Pacific Ply- 
wood Co. (Par-Tile), Porter; Williams 
Bakery (bread), Reinhardt. 

In Production: M.J.B. Co. (coffee), BBDO; 
Pacific Telephone & Telegraph Co. (index), 
BBDO. 


UPA PICTURES, INC. 


Completed: Standard Oil of Indiana (Per- 
malube), D’Arcy; Aristo Dry Cleaners, M. 
Belmont Ver Standig; Carling Brewing Co. 
(Black Label beer), Lang, Fisher & Stas- 
hower. 

In Production: Canada Nut Co. (Squirrel 


peanut butter), Lovick; Speedway Petro- 
leum Co. (79 gas), Doner; Carling Brew- 
ing Co. (Stag beer), Weiss; Mission Pak 
Co. (Mission packs), S. Pflaum; Richfield 
Corp. (Boron gas), Hixson & Jorgensen; 
Christie, Brown & Co. (biscuits) McCann; 
Mars, Inc., (candy), Knox Reeves; Inter- 
national Shoe Co. (Poll-Parrot, Red Goose 
shoes), Krupnick; John Nissen Baking Co. 
(Old Home bread), Hoag & Provandie; 
Gunther Brewing Co. (Gunther, Ft. Pitt 
beers), L&N; Hot Shoppes, Inc., M. Bel- 
mont Ver Standig; Gold Medal Candy Corp. 
(Bonomo’s Turkish Taffy), MLW&S; Gil- 
lette Co. (razors), Maxon. 


WILDING PICTURE PRODS. 


Completed: Standard Oil Co. of Ind. (gaso- 
line), D’Arcy; Pet Milk Co. (dairy prod- 
ucts), Gardner; Radio Corp. of America, 
K&E; Ford Motor Co. (cars), JWT. 


WONDSEL, CARLISLE 
& DUNPHY 


Completed: Lipton Tea Co. (instant tea), 
Y&R; General Electric Corp. (large ap- 
pliances), Y&R; W. A. Sheaffer Pen Co. 
(ballpoints). BBDO; Whitehall Labora- 
tories (Bisodol), SSC&B; Carter Products, 
Inc. (Nair), Bates; Texaco Co. (Texaco), 
C&W; U. S. Rubber Corp. (Royal tires), 
Fletcher Richards, Calkins & Holden; 
Bristol-Myers Co. (Sal Hepatica), Y&R; 
Borden Co. (dairy products), B&B; Time, 
Inc. (Life), Y&R; General Foods Corp. 
(Rally dog food), B&B. 

In Production: Nationwide Insurance Co. 
(insurance), Ben Sackheim; Burnham & 
Morrill Co. (B&M baked beans), Dowd; 
S. C. Johnson & Sons (Glade), B&B; SSS 
Co. (SSS tonic), McCann. 
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The top market-media men of MacManus, John & Adams, Michigan agency, winnowing out the best 
media to support their market coverage plan in an account solicitation. John B. Caldwell, Director 
of Marketing; Charles N. Campbell, Media Director (Consumer Products); Robert L. Garrison, Vice 
President and Account Supervisor (Consumer Products); David Raymond, Director of Merchandising; 
Vincent C. Skelton, Director of Research; Robert E. Britton, Vice President and Executive Director 
of Marketing, Media, Research, Merchandising. 


the best kept media secret 
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—the media plan in an agency’s account solicitation! 


It’s no secret that as many accounts are landed today on imaginative market 
coverage plans as on appealing copy ideas. And the development of each 
solicitation’s media proposal is classified “top secret”; developed and finalized 
behind locked doors. 


As you might suspect, SRDS comes into play every inch of the way as the 
varied opinions and impressions of the agency’s decision makers are resolved. 


Your representatives, your general promotion, (and your competitors’) have 


implanted a variety of concepts in the minds of these agency men... 


but who is selling them now? 


With a properly planned, strategically positioned 
Service-Ad in SRDS 


YOu are there selling by helping people buy 
SROS Standard Rate & Data Service, Inc. 


the national authority serving the media-buying function 
Walter E. Botthof, Publisher 


1740 Ridge Avenue, Evanston, IIl., Davis 8-5600 Mon 
Sales Offices—Evanston, New York, Los Angeles, Atlanta @ won 
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In the picture 


Lawrence Valenstein, chairman of the board of Grey Advertising Agency, Inc., today 
announced the election of Alfred L. Hollender:as an executive vice president with area 
responsibility for television, marketing services, production, finance and branch-office 
operations. Mr. Hollender had previously been vice president in charge of television. 
Herbert D. Strauss, executive vice president of Grey since 1956, will now devote full time 
to the supervision of client contact and creative services. Mr. Hollender, a graduate of 
the University of Illinois, spent 10 years in radio prior to World War II, working at 
WIND and wJJp Chicago, starting in continuity, going through sports announcing and 
finally ending up in management. During the war he was on General Eisenhower's psy- 
chological warfare staff and chief of radio for the U.S. armed forces. 








In a new organizational alignment, Needham, Louis & Brorby, 
Inc., has named James G. Cominos (I.) as vice president in 
charge of tv-radio programming and James L. Isham (r.) as 
vice president in charge of creative services. Mr. Cominos joined 
NL&B in 1951 and early last year was elected to the agency’s 
board of directors. He has a wide background in tv and radio 
work and in the agency field. Mr. Isham went with NL&B in 
1948, following experience in copywriting and account areas, as 
well as in public-relations work. He has served primarily as an 
account supervisor at the Chicago agency. 





William Esty Co. has appointed Donald Carter (1.) and 





= Donald S. Devor (r.) vice presidents of the agency. Mr. Carter, 
- who joined the company in 1949, is account executive for Thos. 
% Leeming & Co. and Pacquin, Inc. He was with Compton Adver- 
tising from 1942 to *49, excepting several years of Air Force 
service during World War II; prior to Compton he was with Me- 
Cann-Erickson for two years. Mr. Devor, music director for Esty, 
has been a member of the agency’s tv commercial department for 
the past eight years, where he supervises, among other products, 
tv advertising for Prestone anti-freeze. 
p! 
. The appointment of Robert F. Davis as director of research for the CBS television 
ch stations division has been announced by John P. Cowden, vice president, advertising and 
cd sales promotion. In this newly created position Mr. Davis’ services will be available to 
the CBS owned-and-operated tv outlets and to CBS Films, as well as to CBS Television 
Spot Sales. Mr. Davis has been with CBS Television Spot Sales since March 1954 and 
r has been director of research for that division since October 1955. He entered the field 


of broadcasting in 1951 as research assistant for the Mutual Broadcasting System, and 
- later became a presentation writer. He then joined Headley-Reed, where he was placed 
in charge of the radio research department. A graduate of New York University, where 
he majored in mathematics and statistics, Mr. Davis and his family live in Yonkers, N.Y. 





Oliver Treyz, president of ABC-TV, has announced the promotion of Julius Barna- 
than, vice president and director of research, to the newly created post of vice president 
for affiliated stations. Reporting to Mr. Barnathan in his new position will be the station- 
relations department, station clearance and research. Mr. Barnathan has been with the 
American Broadcasting Co. since 1954, when he was named supervisor of ratings. In 
1956 he became manager of tv research and a year later director of tv research. Prior to 
joining ABC he was director of media research and statistical analysis for Kenyon & 
Eckhardt. An alumnus of Brooklyn College, Mr. Barnathan holds a master’s degree in 
mathematical statistics from Columbia U. During World War II he served with the Navy 
Air Corps. Mr. Barnathan, his wife, a son and daughter live in New York City. 
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SOLID, MAN! 





That's what that Rochester, Minne- 
sota market is like—a diversification 
of industries makes it a good, round- 
ed metropolitan market. 


Honest, | could give you a lot of facts 
and figures but if Rochester, Minne- 
sota is not on your list, you are miss- 
ing the fastest growing meiropolitan 
market in Minnesota with a consumer 
spendable income of $886 million a 


year! 


Ask my buddies at Meeker to give 
you all the facts. 


You'll be glad you did. 


a 
KROC-TV 


CHANNEL 10 


Rochester, Minnesota 


National Representative: 
The Meeker Co., Inc. 
Minneapolis: Harry S. Hyett Co. 


Network Representative: Elisabeth Beckjorden 
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THE LIGHTER SIDE In camera 





Two teen-age television fans have 
been traveling about the United 
States trying to catch up with their 


hero, Hugh O’Brian, who plays 
Wyatt Earp. 
Jean Thacker, 18, of Vienna, 


which is in Illinois, and Jean Hol- 
man, 17, of London, which is in 
England, hitchhiked from St. Louis to 
Hollywood to view Hugh in person. 
But they were disappointed. The act- 
ing marshal was in New Hampshire 
appearing in a summer-stock play. 

The two Jeans promptly turned 
around and hiked across country to 
nab their man. This particularly 
suited the London Jean, for she was 
going on to her home in England 
anyway—by ship. 

* * * 

Life in this television age: Seventh- 
grade classes that learned mathemat- 
ics from television lectures scored 
9.6 per cent higher in a test in New 
York City public school than classes 
taught in the orthodox way, without 
television. . . . Poland has begun 
building a structure which will top 
the 984.5 ft. Eiffel Tower in Paris: 
a 1,033-ft. television tower at 
Trzeciewiec. . . . Baseball commis- 
sioner Ford Frick asked that tele- 
casters refrain from using the new 
lens that is so powerful it picks up 
the catcher’s signals, even if he only 
waves his pinkie. Mr. Frick also 
vetoed the suggestion that umpires 
sit in the clubhouse and call balls 
and strikes on a monitor fed by this 
close-up camera. 


* * * 


Television cowboy Wayde (Colt 
.45) Preston didn’t need his 6.4-ft. 
brawn to save his skin from a 5.9-ft. 
lawyer, Arthur Crowley. The video 
rustler beat the real-life 
with the small print of his tv con- 


barrister 


tract. 

The Messrs. Preston and Crowley 
had a slightly unpleasant exchange 
at a Hollywood party one night, and 
they agreed to meet the next day at 
the crack of dusk—they needed some 


time to get rid of hangovers—when 
they would settle the argument with 
a judo match. 

However, before the press agents 
could say national-coverage, cowboy 
Preston’s lawyer — size unknown — 
announced that his man could take 
no part in the match because it would 
be a violation of his contract. In 
small print, it said quite clearly 
that Mr. Preston could not take part 
in any sporting event in which he 
might suffer bodily harm. 

And Mr. Preston is not one to 
break a clause nohow. 


x * * 


Burr Tillstrom, the Kukla, Fran 
& Ollie genius, tells this story about 
opera star Eleanor Steber. 

One night Burr had given a party, 
and the morning after he got “a 
very nasty note” from a neighbor 
complaining not only of the noise 
emanating from his coach-house 
studio, but also about the quality of 
the music. 

A few days later Miss Steber came 
for dinner at Tillstrom’s. The in- 
stant she came in the door, Burr 
recalls, she began singing. And when 
it came time for all of his guests, 
including Eleanor, to leave, Burr 
told her of his complaining neighbor. 

The singer put down her cloak 
and, standing in front of the wide- 
open window, let go in full, clear 
voice with an aria from Arabella, 
and followed this with several selec- 
tions of Mozart. 

When she finished singing, she 
announced, a@ la recitative, “There, 
let him dare to complain about 
that!” 

Burr Tillstrom never has heard 
another word from his neighbor. 
He’s even thinking now of really 
putting his neighbor to the test— 
by inviting over for a songfest such 
voices as Jimmy Durante, Fabian and 
two tobacco auctioneers. 

If he gets no word from his 
neighbor after that, we suggest Burr 
get the coroner over to his neighbor's 
pronto. 
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in REAL coverage 


According to the latest Nielsen Station Index for the Rochester Area, 
March 15-April 11, 1959, CHANNEL 10 consistently delivers a larger total 
number of TV Homes WHEREVER both stations can be viewed! 


Of quarter-hours sonvering | more than 80,000 homes 
CHANNEL 10 has‘ 30 CHANNEL “‘B” ws 


Of shows delivering more than 80,000 homes 





aa 


CHANNEL 10 tas’ ‘Wh conve “B” has 15) 


at a 





CHANNEL 10 
has nine out of 
the Top Ten 
favorite shows 

in Rochester 


and in total 
average 
share-of-audience 
Channel 10 has 52% 
hannel “B” has 46.9% 







* REAL COVERAGE means the total number of homes delivered anywhere within the entire Rochester Marketing Area. 
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